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"IP'^l^ is history as it happens 



Feel the impact of history as it's made. No 
other medium has such power to move people. 
U.N. coverage is only one way TV accepts 
its responsibilities in helping us to a better 
understanding of the world we live in. These 
stations are proud to be part of Television's 
presentation of history in the making. 



KOB-TV Albuquerque 

WSB-TV Atlanta 

KERO-TV Bakersfleld 

WBAL-TV Baltimore 

WGR-TV Buffalo 

WGN-TV Cliicago 

WFAA-TV Dallas 

KDAL-TV Dulutli-Superior 

WNEM-TV Flint-Bay City 

KPRC-TV Houston 

WDAF-TV Kansas City 

KARK-TV Little Rock 

KCOP Los Angeles 

WISN-TV Milwaukee 

KSTP-TV . . .Mmneapolis St. Paul 

WSM-TV Nashville 

WVUE New Orleans 

WTAR-TV Norfolk-Newport News 

KWTV Oklahoma City 

KMTV Omaha 

KPTV Portland. Ore. 

WJAR-TV Providence 

WTVD Raleigh-Durham 

WROC-TV Rochester 

KCRA-TV Sacramento 

KUTV Salt Lake City 

WOAI-TV San Antonio 

KFMB-TV San Diego 

WNEP-TV..Scranton-Wilkes Barre 

KREM-TV Spokane 

WTHI-TV Terre Haute 

KVOO-TV Tulsa 



Edward Retry & Co., Inc. 



Tf\e Onpinal Slation 
Reprfseniattie 



NEW YORK • CHICAGO • ATLANTA • BOSTON • DALLAS • DETROIT • LOS ANGELES • SAN FRANCISCO • ST LOUIS 




MORE KANSANS VIEW KTVH THAN ANY OTHER KANSAS TV^ 




Diversified economy brings stability to the rich Central Kansas market with an esti- 
mated $1,500,000,000 effective buying power . . . more than 290,000 TV families, all 
within the BIG COVERAGE of KTVH. And most important - these 290,000 families are 
Kansas families, viewing TV programmed for Kansans. KTVH dominates the hub of this 
rich Central Kansas area - WICHITA, HUTCHINSON, plus coverage over 13 other 
important communities with 100% unduplicated CBS programming. To sell Kansas . . . 
buy KTVH ! 




COVERAGE 0 



When you catch more homes, more people in 
the most crowded television market in the 
country, you've done something. You'll find the sales dollars in the "must 
buy" Providence market lured best by the showmanship and penetration 
of WJAR-TV ... a good catch, too. 

ARB TV Homes 



NBC • ABC REPRESENTED BY EDWARD PETRY & CO. INC. 
OUTLET COMPANY STATIONS IN PROVIDENCE - WJAR-TV, FIRST TEIE 
VISION STATION IN RHODE ISLAND - WJAR RADIO iN ITS 40lli YEAR 
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PLATOON 
SYSTEM! 



KELO-PLAN RADIO is a 
powerful, new melbotl of 
massive saturation. KELO- 
LAND'S entire platoon of 
air-wise salesmen back up 
your commercials — we 
even call our Iv boys off 
tlie bench to give you added 
mike power. KELO-PLAN 
RADIO gives you machine- 
gun coverage across the 
clock. Driving times in 
droves. Plus other peak 
periods too! Let KELO- 
PLAN RADIO 
prove to you 
how dynamic, 
and how thor- 
ough, radio 
selling can real- 
ly be. 



NBC 

KELO 

13,600 WAnS RADIATED POWER 
Sioux Falls, S.D., and all Kelo-land 

JOE FLOYD, President 
Jim Molohon, Mgr.; Evans Nord, Cen. Mgr. 
Represented nationally by H-R 
In Minneapolis by Wayne Evans & Associates 




MIDCO 



Midconlinenl Broadcasting Group 

KELO-LAND/tv and radio Sioux Falls, S.D.; 
WLOL/am, fm Minneapolis-St. Paul; WKOW/am 
and tv Madison, Wis.; KSO radio Des Moines 
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Mhi. Debbie Drake >/< 



Off* 





2nd SERIES OF 130 NEW 
15 -MINUTE EPISODES 
ALREADY SOLD TO- 



WTIC, Hartford 
WTMJ, Milwaukee 
WLW-A, Atlanta 
KMSP, Minneapolis 
WSJS, Winston-Salem 
WALB, Albany 
KTEN, Ada 



WSOC, Cliarlotte 
WHDH, Boston 
WJHG, Panama City 
WHBF, Rock Island 
WMAZ, Macon 
KLBK, Lubbock 
WEAL W. Palm Beach 



— and others 

1st SERIES SOLD IN 106 MARKETS. 
NOW 260 EPISODES IN SYNDICATION. 



BANNER / FILMS, INC. 



527 MADISON AVENUE 
NEW YORK 22, N. Y. 
PLaza 5-4811 



Charles McGregor 
President 
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"555/ FIFTH 



Letters to 
the Editor 



SILVERNAIL TD VERMONT 

We're making our retirement \ er), 
very final ... by deserting the 
metropolis and resettling in a New- 
England \ illage come 1 October. 

I'd hate to have it so final that 1 
wouldn't continue to get sponsor. 
Would \ou see that the records be 
changed to show me as located at 
110 Adams St., Bennington, Ver- 
mont? 

And, by the way, who wrote the 
highly intelligent article in the 6 
August i.ssue entitled "The Buyer's 
Changing Role"? From the men- 
tion of Linnea Nelson, Carlos 
Franco, Beth Black and myself, the 
author must be a contemporary. 
—FRANK SILVERNAIL, Bennington, Vt. 

MARKETING AID 

Congratulations on the tv timebuy- 
er's market guide — a very valuable 
marketing aid. 

Please send and bill us for three 
more copies as soon as po.ssible.— 
THOMAS P. MAGUIRE, v.p., media director, 
Maxon Inc., New York. 



FABULOUS FALL FASHION 

Congratulations on si'ONsor's Fab- 
ulous Fall Fashion. The new type 
faces . . . the new layouts . . . the 
crisper style and approach all add 
to sroxsoR's effectiveness. 

One factor that makes the broad- 
casting media great is their show- 
manship, sponsor's new format re- 
flects this modern, quick way to 
communicate.— JOHN F. HURLBUT, presi- 
dent gen. manager, WVMC, Mt. Carmel, III. 



The job which your staff has done 
in giving sponsor a new look, a 
modern freshness, and added sub- 
stance deserves cheers from om- in- 
dustry. The 10 September unveil- 
ing was a pleasure to behold, and 
the 17 September follow-up proved 
to be an e\en more eye-appealing 
\ersion of the new format. 

Vou ha\e revamped in the right 
direction without losing any of 
sponsor's established character or 



purpose in the process. Congratu- 
lations and continued succe.ss. — ROB- 
ERT L. HUTTON, JR., vice president, Edward 
Retry, New York. 

SOFT-ORINK WAR 

I read your article entitled, "Home- 
Town Tv and the Soft-Drink War," 
in the 10 September issue of yom- 
fine magazine. I have found it to 
be a very intelligent presentation 
of the facts. The point of the story, 
we belie\e, deals a sickening blow 
to those who play the numbers 
racket. 

May I take this opportunity to 
thank you for writing and featur- 
ing the article which should hold 
considerable interest for the indus- 
try.— MARVIN REUBEN, general manager, 
WDAM, Hattiesburg, Miss. 

AIRLINES ANO RAOlO 

Congratulations on sponsor maga- 
zine for 10 September. We think 
the style and the content are ex- 
tremely well handled. 



We particularly like the style of 
the article, "Airlines: Why Spot Ra- 
dio Can Help," (10 September) 
and the implication that there will 
be a continuing series of similar 
articles. We like it because we 
think it gives to stations in the 
field, the same kind of material 
that is being ted to agencies in New 
V'ork and elsewhere. We have al- 
ready delivered this article to the 
leading airline managers in our 
comnmnity, and found them in- 
tensely interested in it. It appears 
to us this is a highly ellective way 
to increase the potential results of 
major sales efforts made by many 
ol the organizations in the nation- 
al field, working in these areas.— 
RICHARD M. BROWN, president, KPOJ, Port- 
land, Ore. 



CORRECTION 

In your tv timebuyers' market 
GUmE, please note the following 
corrections for KWEX-TV which 
is listed under the San Antonio, 
Texas market: Henry Gutierrez, 
operations manager; Spanish Inter- 
national Network Sales, rep firm.— 
EMILID NICOLAS, general manager, KWEX-TV, 
San Antonio. 



^4-WEEK CALENDAR 



OCTOBER 

Advertising Research Foundation eighth 
animal conference: 2, Hotel Commo- 
dore, New York. 

National Federation of Advertising Agen- 
cies central regional meeting: 5-7, Ex- 
ecutive House, Chicago; eastern re- 
gional meeting, 12-14, Traylor Hotel, 
Allentown, Pa. 

Advertising Federation of America third 
district meeting, 11-13, Hotel Colum- 
bia, Columbia, S. C; seventh district 
meeting, 14-16, Hermitage, Nashville, 
Tenn. 

RAB regional management conferences-. 
1-2, Glenwood Manor, Overland 
Park, Kansas 4-5, \Vestern Hills Ho- 
tel, Fort Worth, Texas. 

Advertising Research Foundation eighth 
annual conference: 2, Hotel Commo- 
dore, New York. 

National Association of Broadcasters fall 
conferences: 15- 16, Dinkler-lMaza Ho- 
tel, Atlanta, Georgia; 18-19, Biltmore 
Hotel, New York; 22-23, Edgewater 



Ueach Hotel, Chicago; 25-26, Statler- 
Hilton, ^Vashington, D. C. 

American Association of Advertising Agen- 
cies central regional meeting; 17- 18, 
Hotel Ambassador ^Vest, Chicago; 
20-25 western region convention, Hil- 
ton Hawaiian Village, Honolulu, Ha- 
waii 

Mutual Advertising Agency Network final 
meeting for 1962: 18-20, Palmer 
House, Chicago. 

National Educational Tv & Radio Center 

fall meeting of station managers of 
affiliated tv stations: 18 20, Park- 
Sheraton, New York. 
National Assn. of Educational Broad- 
casters 1962 annual convention: 21- 
25, Hotel Benjamin Franklin, Phila- 
delphia 

Broadcasters' Promotion Association an- 
nual convention: 28-30, Holiday Inn 
Central, Dallas. 

International Radio and Television Society 

time buying and selling seminar: be- 
gins 30, CBS Radio, New York. 



IIUIIIIIIIIIIIII 
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effective immediatelif 
KAAY^ the onlif 2i'lioiEr Little noeh 
radio station^ proudhf appoints 
Mi'R Representatives^ me. as 
exclusive national repi*esentative. 
an H-n unm/m^laiX station 
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The Story of The PGW Colonel. ..A Best Seller For More Than 30 Years 

ON THE GO! 




HE KNOWS THE OTHER SIDE 
OF THE DESK 



PGW Television Colonels worked for advertising agencies for 70 years before they 
joined us. Our Radio Colonels put in nearly half a century with companies that 
market goods and services. Altogether, we have been on the other side of the ad- 
vertising desk for 173 years. 

They were very productive years for many of us. Because of them, the PGW Colonel 
is very much at home with advertisers. . . and advertisers are at home to the Colonel. 
That's why the Colonel is always on the go! 

^ETERS, G EIFFIN, WOODWABB, mc. 

Pioneer Station Representatives Since 1932 

NEW YORK ATLANTA DETROIT FT. WORTH MINNEAPOLIS LOS ANGELES 

CHICAGO BOSTON ST. LOUIS DALLAS PHILADELPHIA SAN FRANCISCO 







THERE IS ALWAYS A LEADER, and WGAL-TV in its coverage area is pre-eminent. 
This Channel 8 station reaches not one community, but hundreds— including four important 
metropolitan markets. Channel 8 delivers the greatest share of audience throughout its wide 
coverage area. For effective sales results, buy WGAL-TV— the one station that is outstanding. 




WGAL-TV 




Lancaster, Pa. 





NBC and CBS 

STEINMAN STATION 
Clair McCollough, Pres. 




Representative: The MEEKER Company, Inc. • New York • Chicago • Los Angeles • San Francisco 
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Top of the news 

in tv/radio advertising 

1 October 1962 



BAR JUNKS IDEA OF MONITORING TV CODE COMPLIANCE 

BAR advised the trade it has given up the idea oi' putting out a regular 
monthly bulletin designed to measure t\' station eompliance with the X AU 
code. Reason it gave: it's not in the business of code interpretation and tliai 
anyway there was no iniifonnity among tv stations in their interpretation and 
application of the code. 

TV CAMERAS CRACK ESTES COURT 

Electronic journalism made history in 'I'yier, Texas, last week when W'FAA- 
rV, Dallas, gained admission to the Smith County courthoirse wliere national 
attention is focused on the trial of Billie Sol Estes. Judge Otis '1 . Diniagan 
ruled the cameras be admitted in the interests of avoiding' "discrimination be- 
tween the news media." 

ABC RADIO SETTING UP OWN NEW ENGLAND NETWORK 

I hirty-two years after the founding of the Yankee Network. ABC Radio pres- 
ident Robert R. Pauley is going back to New England to link together a re- 
gional network. Pauley says that 35 stations in that area ha\'e recpiested such 
ser\'ice. \\'^hat city is to have the key outlet is yet to be decided. Noted Pauley: 
our Radio Wcsl has done so well that we're looking into the possibility of se\- 
eral other regionals. 

BBDO EXPLAINS NEW COMPUTER'S OPERATIONAL AREA 

\Vh'\\e YkR was ballyhooing the decision-making mar\els of its IBM 1()20 
(see pages 20 and 32) . BBDO took the wraps olf its Honeywell 400 com- 
puter and tagged its ne^\' program SI MAD — a System for the Integration of 
Marketing and Ad\ertising Data. The Honeywell handles the matching ol 
market profiles with media profiles on the linear programing principle and 
later, the bookkeeping aspects, like producing contracts and media insertion 
orders, issuing checks to media and invoices to clients. It makes no claim to 
decision making" on media selection. 

FTC CLAMPS DOWN ON RYBUTOL CLAIMS 

Erstwhile Hefty t\- advertiser. Lanolin Plus' Rybuiol. has come under FTC 
buyer for misrepresentation. The coiinnission specifically cited long-standing 
claims that the \'itainin-mineral product is beneficial in treating tiredness, loss 
of a sense of well-being, loss of happiness, and feeling older than ones age. 
The order comes at a time of general Co\ernment tightening iij) on drug 
regulations. 

NATIONAL TV SPOT SNUBS SMALL MARKETS 

An analysis on the d\'B-Rorabaugh Report on Spot T\ Achenising for the 
second (juarter of the year indicates that only about o'^'l of all national spot 
tv goes into 100 or more markets: better than 70''', goes iiuo market lists of 
25 and less. (For story, see p. 29.) 
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ABC RADIO REPRESENTATIVES MAKES ITS DEBUT 

The ABC Radio oS:o group has wrapped up its executi\'e needs for the gioup's 
entry into national sales representation. The top men by cities: Tony Rocco 
in New York; Don Carroll in Chicago and John Palcy in Los Angeles. The 
initial outside client for the new setup, which will be known as ABC Radio 
Representatives, is the ABC regional. Regional West, in I 1 western states and 
composed of 116 stations. 

FIRST HALF TV CAR BILLINGS JUMP 25.3% 

January-June tv billings for cars were 28,899,875 compared with $23,071,620 
for the first 1 96 1 half, according to TvB. Spot tv paced the gain, hitting $9,- 
991,000 from just over $6 million last year and network billings rose some 
§2 million to $18,908,875. 

AVERY-KNODEL REALIGNS EXECUTIVE SETUP 

J. \V. Knodel, who as the new president of Avery-Knodel has switched his 
(juarters from Chicago to New York, this week disclosed his reshudling of 
executive personnel and expansion plans. Among the changes: Donald V. 
McCarty becomes radio division sales manager in New York; Tom White and 
Philip Schloeder, Jr., retire as executive v. p. and secretary-treasurer, respec- 
tively, but continue as consultants; F. Robert Kalthoff replaces Raymond M. 
Neihengen as tv sales manager in Chicago; Gale Blocki, Jr., joins Chicago ra- 
dio sales, coming from Metromedia. As of 1 November the company will 
have an office in St. Louis also. 

WNDT, N.Y., CROSSES AFTRA PICKET LINE 

Educational tv got underway in New York 25 September when WNDT en- 
gineers crossed a lO-day-long picket line for the striking AFTRA. The long- 
delayed start of regular progi'aming by the station followed a union agreement 
to drop its insistence on including as "hosts" non-professional performers such 
as professors and physicians. AFTRA has also agreed to a six-months morato- 
riiun on the outside-New York release of WNDT telecasts to be followed by 
a vote on imion affiliation by all station personnel who appear on the air. 

FCC GRANTS CH. 5 TO BOSTON HERALD 

After two years of looking into charges of improper influence in license dis- 
position, the FCC has voted four to one to allow original licensee, the Boston 
Herald-Traveler, to retain that city's channel 5, WHDH. Last week's decision, 
which granted the Herald a four-month license, was based on the FCC opinion 
that the other original applicants for the channel (Massachusetts Bay Tele- 
casters and The Greater Boston Television Corp.) were gnilty of equal or 
greater flaws. 

IVfNS BREAKS PRECEDENT: BACKS WMCA BRIEF 

Hands were extended across the hotly competitive New York air waves last 
week. WINS, in on-the-air editorials, urged support of the 1 6-month-long 
campaign for reapportionment of the New York State Legislature waged by 
competitor WMCA. WINS general manager Mark Olds sent letters to all 
other radio stations in the area soliciting their support on the issue. 
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MINOW POKES AT NETWORKS RE KID SHOW SCHEDULING 

FCC chairman Newton Mino^v Uvitted ABC TV and CBS TV by implica- 
tion belorc the IRTS for scheduling their youngster ne^vs programs against 
each other Saiinxlay afternoons. Cracked Mino^v: the net^vorks must be figur- 
ing on "that minority group of children who have two tv sets in their play- 
rooms — and ^vho are bifocal." 



BALTIMORE: A RENAISSANCE OF BROADCAST FACILITIES 

WBAL (AM-FM X: TV) formally dedicated its new $2 million Broadcast 
Center in Baltimore 26 September. Top brass from Hearst, NBC, and both 
local and out-of-state dignitaries were on hand for the event. The Chesapeake 
Bay city has also ^vitnessed in recent months modernizations by \VMAR and 
WJZ. 

A N A LOBBIES FOR SHORT AD DRUG CLAUSE 

The ANA is waging an extensive campaign to roimd up support for a clause 
to be included in cinrent Congressional action on the regulation of prescrip- 
tion drugs. Bills passed in the Senate and originally proposed in the House 
state that ads for these drugs ^voiUd have to incliule a fidl disclosme of all 
properties, including harmful side-eilects of the product. ANA, alarmed over 
the precedent this might establish for other products, and pointing to its im- 
practicability in small space advertising, has proposed an added clause which 
^voidd exempt ads from the "fidl-disclosine provision" provided all data ^vas 
available to physicians and the ads so stated. 



WRITERS GUILD VOTES TO STRIKE STORER 

An imresolved contract dispute, u'hich began back in the spring, has prompted 
the Writers Cuild of America, East, to authorize a strike against Storer Radio, 
Inc. involving \VHN, Ne^v York. Central ligmes in the controversy are fh'e of 
the Guild's members now employed at the station as newswrilers and major 
bone of contention is the minimmu ^veekly wage. The Guild says it shcidd be 
.SI 55 and Su)rer, $75. No date has been set for the strike action. 

NAB CODE OKAYS 156 TOY COMMERCIALS 

The object of much industry and public criticism the past few years, t\' toy 
connnercials have been getting a thorough going over by the NAB Code Au- 
thority this fall. So far, 156 commercials for games and toys produced by 22 
companies for the Christmas season have gotten a green light from the Code. 



FTC SETS CONFAB ON CO-OP ADVERTISING 

The FTC has granted recjuests by the American Retail Federation, the Na- 
tional Retail Merchants Association and others for a conference on coopera- 
tive advertising. The place is the FTC Building, Washington, D.C. The time: 
17 October, 10 A.M. 

SPONSOR-WEEK continued on page 58 
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TAKE STOCK OF CLEVELAND 
Your survey will show: WHK RADIO 
ronks os Number One wilh the 
listening public*. WHK RADIO commands 
50^0 of locol Rodio investments in 
o competitive 8-stotion morket. Need 
further documentotiond Poul 
Former, Generol Monoger,Goodbody 
& Compony (stocks one/ bonds)... 
on exclusive WHK RADIO advertiser. . . 
reports:" Locol rodio directed to o moss 
oudience is on excellent medium for 
odvertising in aur business. We are 
pleosed with both the size ond quo/;// 
of WHKS oudi ence."Wont your 
campaign to end an a happy note? 
Add WHK to your Clevelond portfolio. 

METROPOLITAN BROADCASTING RADIO 
REPRESENTED BY METRO BROADCAST SALES 
JACK THAYER. V. P. & GENERAL MANAGER 




Jon-Morl960-/\pr-June 1962 
IM, Mar I960- Moy-June 1962 




Americans are spending tine biggest part of their income on food. 

Food manufacturers are the heaviest advertisers in America. 
People are spending more time watching television than eating. 

Food advertisers invest more of their money in television than in all other media combined. 

^Ar/'i SR<>cct>une/K/a/t€ii of /(<><■ t a //if of //if ^7/hffie 

Supermarket dealers vote television the Currently the CBS Television IMetwork 

most effective sales medium (Including has even more food advertising on order 

newspapers, magazines and radio). for Fall than it had a year ago. 

^f'ec^ </e ^r^f^/a/icr 
Within television, for the tenth straight year, 
food advertisers are spending the largest portion 
of their budgets on the CBS Television Network. 



For the seventh straight year Americans are spending more time 
watching the CBS Television IMetwork than any other. 



NO SUBSTITUTIONS. PLEASE 




The best to you each morning 
~ noon and night 
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If you as an ajjeiicy buyer of spot iv were to he asked by a clieiil nhal big 
change hag taken jilace this season in the i)allern of <h>iiig business, here"'s a phc- 
nomenon you can cite lo him. 

It's an appreciable breakdown of the barriers against getting stations to eon- 
firm orders less than 30 days before starting date. 

The crumbling of the old tradition in this respect has achled loads to s|>ot''s flexibil- 
ity, buttressed spot's competitiveness vs. network tv and made it far easier for 8i)ot 
prosjiects to do their i>lanning at long range. 

And who do think should get the lion's share of credit for the major breakthrough? 

It's no other than the toy people. They succeeded in convincing tv stations in the 
large that their business made it imperative that they know in Jnne what tv facili- 
ties could be locked up for a late September starting date. 

Argued the breed: if the iKiworks were willing to abide by this basis, why should 
spot play coy, unless it wanted the money diverted to another medium, like print? 

In the process of educating the sellers of spot tv as to the toy industry's prob- 
lems the manufacturers disclosed that tv has virlually become the tail that wags 
the dog. In other words, it's the locke<l-in tv schedule that largely influences pre- 
Christmas orders from jobbers and if the maker is to get these orders into pro- 
duction in ample time his tv commitments must be wapped up by the first of June. 

Le^er Bros.' Pepsodent can chalk up a \ictory for itself in the battle of ac- 
ceptance for its new promotional theme: Do yon have yellow mouth? 

NBC TV^ continuity accepance issued a stern thumbsdown on this slogan, but it de- 
cided (o change course, and reluctantly so, after it found that the yellow mouth thing 
had met wifli the approval of not only the other networks but the NAB code. 

FC&B, which has Pepsodent, told SPONSOR-SCOPE last week that this particu- 
lar campaign has no plans for spot as yet. 

The yellow mouth angle comes 10 years after Pepsodent blitzed radio with the 
theme of you'll wonder where the yellow went when you brush your teeth with 
Pepsodent. 

Reps in both New York and Chicago say they've never seen anything like the 
continuity of buying they've gone through for this fall. 

The action got going in a solid way in early July and it"s still rolling along at a lessened 
hut gratifying pace. 

The No. 1 headache: squeezing in niinntes for late comers among the top nitir- 
kets. 

(For latest action on the buying front see SPOT-SCOPE, page 67.) 

You can take this as a symptom of the tight spot tv market: rep salesmen are 
grumbling about the disposition of too many buyers to insist on ample time in 
which to make their confirmation decisions on alternate spots. 

The question they now pose is how mucli is "ample." and you can hear tlieni arguing 
the point that there ought to be some ground rule on nioving-aronnd time. 

For some of the more fortunately endowed reps the point is academic. They're oper- 
ating strictly on a first-come-first-served policy. 



SPONSOR/ 1 OCTOBER 1962 



SPONSOR-SCOPE ! 



Continued 



Tv rei)s can put to- rest their fears that when Y&R gets its new ine<lia model 
computer all tuned up stations will be called on to submit their availabilities at 
the rate of three times a day. 

The assurance that this won't be so comes from Y&R. 

It seems that an idea along this line was incorporate<l in a pitch for new business. 
The point made in the pitch was that such a routine could be considered as a sample 
<if how availabilities could he processed expeditiously via a computer. 

General Mills keeps reaching out more and more into the precooked food field. 

It's introducing three casserole type main courses this fall: Noodles Almondine, 
Macaroni an<l Ched<lar and Noodles Italiano. The line was started last year with 
Noo<lles Romanoff. 

Doyle-Dane-Bernbacli New York is doing the spot tv buying for the three new ones. 

Campbell Soup (NL&B) has made ABC TV, along with NBC TV, the recipient 
of its first-time splurge into daytime( tv. 

For ABC TV it's a spread of 13-17 minutes a week, carrying through the first quar- 
ter of 1963. 

There's no indication yet whether this fall will be marked by the old hurley- 
hurley of promotional nighttime rating counterclaims by the tv networks. 

This annual pointing with pride and viewing with disdain quieted down considerably 
(luring the 1961-62 season and what with everything more mature the restraint could per- 
sist this time. 

One outfit on the sidelines that'll be happy is Nielsen. It had been in the 
habit of spen<ling at least eight hours a month checking claims and counterclaims. 

Remember that report on rating sampling that Dr. William Madow <lid for the 
Harris hroa<lcast subcommittee a couple years back? 

Well, this rather erudite discourse is being simplified for the general run of re- 
fcearch and media specialists by Martin flayer, who wrote Ma<lison Avenue USA, in 
behalf of the ARF. 

Lately Ma<low's been working for Nielsen on the matter of proper samples 
for demographic breaks, or what you might preferably recognize as socio-economic 



If you want to accept the past three-four years as a norm, you'd be safe in 
placing your bets in early August as to whether sj)ot tv will have a good or not so 
goo<l fall buying season. 

For radio there's no date of telling. The buying action gets later each year. 

Reflections of a tradepaper reporter last week watching a Y&R researcher ex- 
plain the agency's "High Assay Media Model," a computer geared system for solv- 
ing the coniplicate<l problems of getting the optimum effectiveness for an ad buck: 

This rash of activity to automated media selection can't on the longrange view be put 
down as just another gimmick for business-getting or impressing the client. 

The cost of marketing a product keeps zooming and the advertiser is bound to em- 
brace any tool that promises to cut down the risk of his investment. The computer boys 
are singing that song. 

The machine isn't going to replace entirely the expert media buyer's creative 
an<l intuitive talents, but he can't go wrong by moving in quickly and make himself con- 
versant with the techniques and general principles of computer systems. 

It means much extracurricular time, but it should be worth it. 
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Lookn l!kt' nil of lli<' lti<i fwv in <;;isoliM<'-«il (lii^trihiition will lia^p lu'twork l'*- 
goiiij; for llioiii during the last J 962 quarter. 

I he extent of their participation: 

iMohil (BatesI: two iiiiiiiilos a w<M'k on four AFiC TV !ii<;littiiii<-r.><. 
Tt'xiiro (B&B): a total of 3-t coiuinercial iiiiniitcs for the (]uarter on four NHC, 
TV shows. 

Shell (OBiMi: participations in CBS Reportti, Dohhie Gillis, Fair Exchange iind 
the Alfre<l Ilitolicock Hour. 

Hiiinhle ( McCann-Ericksoii ) : a <|uarter of the NCAA gaiiicH on (^BS T\ . 

Gulf i^&Hl: a likely combination of news and sportn. Final decision is expected 
this week. 

For an insight as to tv's potency in piling up hillings from the makers of pack- 
ag<'<! or h<)ttle<l goo<ls, make note of this fa<'t: 24 of them spent over S6 million 
for the firft six months of 1962 in time alone, an<l that takes in network and spot. 

This lineup of better than S6-million tv time spenders, as compiled for SPONSOfl- 
SCOPE b\ T\ B and with L\A-BAR and Rorahaugh as the sources, is as follows: 



Procter & (ramhie 


$56,829,275 




.S9.212.117 


Li'ver Bros. 


23,872, 168 


Philip Morris 


8,798,015 


Colgate 


23,472.151 


Mih's Labs 


8.722,388 


General Foo<ls 


21.355.122 


Ligg<'tt & Myers 


8,291,794 


Anier. Home Pro<luot8 


20,793.72 1 


Corn Pro<lucts 


8.072.670 


Bristol-Myers 


16.313.409 


Caniphell Sonp 


7.325.991 


K. J. Reynohls 


13,.565.340 


W illiam \^'rigley 


7,20 l.O(K) 


Lorillar<l 


13.175.069 


Brown & \^'illiamson 


7,119.032 


Alherto-Culv er 


10,9 10.462 


B«'ecli-Nut 


6.891,522 


(General Mills 


10.094,139 


American Tohaeeo 


6.630.557 


Gillette 


9,980.990 


Sterling Drugs 


6.510.618 


Coca-Cola Bottlers 


9,455,323 


Stan<lar<l Brands 


6.181.8.53 


Here are those whose gross expenditures f 


or time were over S5 million 




National Dairy 


S5,933.098 


Warner-Lambert 


S5..>97.9()1 


National Biscuit 


5.922.339 


S. C. Johnson 


5.288.91 1 


J. B. Williams 


5,733.979 


Scott I'aper 


5.265.399 



The Discovery series has been <livor<'ed hy ABC T\ as a participation combi- 
nation wi.h American Newsstan<l. 

Under the previous arrangement advertisers could rotate in both strips, but now the 
buy is to he luade in each separat<'Iy. 

Post Cereals (B&ll) last week picked U]) thn-e w<'ekly commercial minutes in 
Discovery, leaving only three of the available 25 minutes unsold. 

Discovery rinis 2.'> minutes per <lay an<l Ncwsstan<l, (i^e niinntes. 

Ju<lging from ran<loni ratings, foothidl this fall is on the way to setting ^i<'w- 
ing reconis for tin- tv n<'tw<>rks. 

The National Football League last jear started off with an ax-rage .Arhitron of 
13.2. This time the average rating came out 14..), For the parallel period the N("\A 
opener jumjied average-wise from ^.0 to 6.4. 

NBC TV ha,* put a package tag of S~'>0. ()()() on its fonr-sliot Connnunist docn- 
iiientary series. 

The group will consist of three one-hour shows and one 9()-iniimte telecast, or a 
total of 27 eomuiercia.l minutes, which would bring the whole thing in at ?2}{,{K)() a 
minute. 
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Fletcher Richards, Calkins & Holden wants it known that all units of the U. S. 
Ruhber Co. o'.her than the tire division (Aver) are still there. 

In addition to the Keds, the U. S. Rubber divisions at FRC&H are consumer and in- 
dustrial products, Maugatuck Chemicals, and the textile and international divisions. 

The agency has bought heavily into ABC TV (news and nighttime programing) in 
behalf of this client. 



Liggett & Myers (JWT) would consider it a favor if CBS TV would let it out 
of its commitment on Fair Exchange. 

The wish has nothing to do with the quality of the show. It's merely this: the com- 
mitment's only for 13 weeks and since the network's been able to clear only 74 
of the top 100 markets the advertiser figures it might as well switch to something 
which would make available these missing markets and serve as a continuing ve- 
hicle for its commercials. 

L&M's bid for release inspired a groundless rumor along Madison Avenue that 
it was in retaliation for the CBS Reports chapter on cancer and smoking. 

What cigarette advertisers did object to, and strenuously, was the unauthorized use 
of their commercials in the documentary. 



Look for Ballan'.ine (Esty) to reshuflfle its advertising allocations after it finds 
a buyer for half of its two-thirds share of the New York Yankees broadcast. 

The cutback here will amount to about SI million, with the money going toward 
providing the brewer with greater flexibility in the use of air media. 

Incidentally, it's been one of the worst summer seasons that the beer industry has 
experienced in the east in a number of years because of the abnormal cool 
weather. The same applies to the pop bottlers. 

A case in point: For the first time in 58 years Massachusetts didn't have a day 
over 90 degrees in August. 



Cigarette marketers estimate that distribution of the product is headed for a 
3-3.5% increase for the year. 

The consensus among them is that R. J. Reynolds will once again top the others 
in bolli sales and gains, with American Tobacco and Lorillard pretty nip and tuck in 

respect to second place percentage of increase. 



A rather unusual aspect of the sponsorship of the revived Leave It to the Girls 
strip on WNBC-TV, New York, is the inclusion of all three soap giants, namely 
P&G, Lever and Colgate. 

The linking up of two of these advertisers on a single program series is an arrange- 
ment that has prevailed in daytime network tv the past two seasons at least, but 
this is the first time that the trio has bought into the same vehicle. 

The show's on syndication. 



The passage of the trade bill now before Congress may eventually have some 
significance for the American spot tv business. 

It might induce foreign manufacturers to latch on to the medium as a tool for 
competing with American counterparts. 

A leading rep has already anticipated this possibility. One of his sales executives is 
taking time out from his current vacation jaunt around Europe to talk to possible prospects. 
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In Indianapolis, fh e'SoUNDS OF m cny 

keep people listening with both ears! 



A dramatic broadcast from the scene of a fire . . . the voice 
of a policeman making an arrest ... a schoolboy telling why 
he plans to be an astronaut. 

Local people . . . making news . . . reporting it . . . react- 
ing to it. These are the "Sounds of the City" that keep 
the people of Indianapolis attuned — and tuned — to 
WFBM Radio. 



That's one point for WFBM. Here's another: WFBM 
music is pointedly programmed to adult tastes . . . calculated 
to please the people who do the real buying in Indianapolis. 

In short, WFBM reaches an uncommonly attentive, pre- 
dominantly adult audience . . . provides your best oppor- 
tunity to address the town fathers — and mothers — with 
your advertising message. Ask your KATZ man! 



WFBM 
RADIO 

1260 INDIANAPOLIS 

TIME-LIFE BROADCAST INC. 

Fepresenled Nationally by the KA TZ Agency 
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THE ROAD TO MARKET 
MUST PASS MAIN STREET 

To reach Main Street, 
U.S.A.,turn at Mutual. 

Main Street, U.S.A. is the 
big "buy-way"— the street 
that sells through local 
radio. Mutual owns Main 
Street, U.S.A. lock, stock 
and big town— with 453 
local affiliates everywhere. 
If you want to sell where 
the buying is biggest, check 
the signpost, turn at Mu- 
tual. LANDMARK: Mutual 
delivers 97 of the top 100 
Main Streets in America. 
Mutual Radio 1 3^ 

A Service to Independent Stations 




^SPONSOR 
BACKSTAGE 



by Joe Csida 




Kickbacks on the new season kickoff 



A television observer, trying to gauge program- 
ing developments this new 1962-1963 season, is 
hard-pressed to do so without resorting to special- 
ly-run tape showings. Take Wednesday (19 Sep- 
tember) night, lor example. At 7:30 on tliat 
evening NBC was presenting the premiere per- 
lormance of the first ninety-minute western series. 
The Virginian. CBS was showing a filmed docu- 
mentary in its CHS Reports series on the poten- 
tially explosive theme "The Teen Age Smoker." And ABC was kick- 
ing off its first episode of Wagon Train, wliich, of course, had shifted 
from a successful season on N1»C. 

On the theory that CBS Reports could be counted u])on to do its 
usual thorough and objective job on its subject, and therefore, the 
content of its "Teen Age Smoker" report was somewhat predictable, 
and on the further theory that wliether on ABC or NBC, Wagon 
T rain would still be substantially Wagon Train, I tuned in the 
virtually motion picture-length The Virginian. Lee Cobb, who plays 
a judge in the town of Medicine Bow, and is one of the regulars in 
the series, has been cpioted by newspaper writers as thinking poorly 
of the show. 

The gun backfired 

On nothing more than the viewing of its premiere 1 think Mr. 
Cobb may have something. The obvious effort on the part of The 

Virginian's producers, director, writers, et al was to come up with a 
western imlike any western previously ]jresented on television. 

(This presumably to justify the ninety minute length.) The de- 
vices used to achieve this were to affect a writing style much like that 
of imdeveloped Irish poets; to use a directorial touch which (when 
combined with the aforesaid material) resulted in having such ex- 
cellent actors as Colleen Dewhurst and Hugh O'Brian frequently 
come off revoltingly precious and nauseatingly pixieish. Anyone 
who saw Miss Dewhurst in Tacl Mosel's Pulitizer Prize winning play 
"All the Way Home" will readily recognize what a feat of writing 
and direction this woidd be. 

Another technique for making The Virginian quite a far six-shot 
from other westerns apparently is to use almost no make-up on the 
players. This is particularly noticeable, of course, in the case of the 
female players, and it does add a touch of realism. But the most 
important departure of all is one which baflles this viewer. This is 
apparently a concept in which the regulars on the show actually; 
have very little to do. This first episode in the season's series, for 
instance, was 99% written for and about guest stars Dewhurst and 
O'Brian, while James Drury in the title part, Lee Cobb as the Judge 
and owner of the ranch on which Drury is foreman and other regu- 
lars played oddly insignificant roles. True, the Virginian talked 

(Please turn to page 50) ( 
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MAN IN THE GRAY 
FUNNEL SUIT 
Gregory Peck, Jennifer Jones, 
Frederic March 



THE REVOLT OF 
MAMIE STOVER 
Jane Russell, Richard Egan, 
Joan Leslie 



THE OLD MAN 
AND THE SEA 
Spencer Tracy in 
Ernest Hemingway's 
Pulitzer Prize Novel. 



SAYONARA 
Marlon Brando, 
Red Buttons, 
James Garner 



Drama from 20th Century Fox in: 

THE GIFT OF LOVE-starring Lauren Bacall, Robert Stack, and Evelyn Rudie 

DON'T BOTHER TO KNOCK-starring Marilyn Monroe, Richard Widmark, and Anne Bancroft 

BIGGER THAN LIFE-starring James Mason, Barbara Rush, and Walter Matthau 

Drama from Warner Bros, in; 

A FACE IN THE CROWD-starring Andy Griffith, Lee Remick, and Anthony Franclosa 
MIRACLE IN THE RAIN-starring Jane Wyman, Van Johnson, and Peggie Castle 
HELEN OF TROY-starring Rossana Podesta, Brigltte Bardot, and Jack Sernas 

AND . . . SUSPENSE ... COMEDY .. . SCIENCE FICTION . . . BROADWAY . . . ACTION . , . 
Seven Arts Volumes 4 & 5 have everything- everything to please your audiences- 
top stars— top stories-top directors-they're all in Seven Arts' "Films of the 50's" 
"Money Makers of the 60's" Volumes 4 & 5 now available from Seven Arts. 





SEVEN ARTS 


ASSOCIATED 


CORP. 



A SUBSIDIARY OF SEVEN ARTS PROOUCTIONS. LTD. 
NEW YORK: 270 Park Avenue YUkon 61717 

CHICAGO: 8922 D N La Crosse (P.O. Bo« 613). Skokie, III. 

ORchard iSlOS 

OALIAS: 5641 Charleslown Orive ADams 9 2855 

tOS ANGELES: 3562 Royal Woods Orive STate 8.8276 
TORONTO. ONTARIO: 11 Adelaide St. Weil . EMpire 4-7193 

For list ol TV stations programming Seven Arts' "Films of 
the 50's" see Third Cover SRDS (Spot TV Rates and Data) 
Individual feature prices upon request 



What's in volumes 4 and 5 of Seven Arts' "Films of the 50's"? 



NEW YORK 
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"ONCE [THIS] CROSSING IS COMPLETED, 
[NORFOLK-NEWPORT NEWS 
THE EXPERTS SAY, WILL BURST INTO 
MILLIONS AND BECOME THE SOUTH'S 
LEADING MARKET." 

Newsweek Magazine 

This new 17H-mile, $200 million Chesapeake Bay Bridge-Tunnel 
will give Norfolk-Newport News industry a rapid transit highway to 
the great Atlantic Urban Region— and also will make this area even 
more attractive to new industry. Also it will provide a direct link 
between the great industrial centers of the nation and the greatest 
natural harbor in the world — Hampton Roads. 

With 1,200 men on the job, and construction more than half done, 
already the effect is tremendous. And this is happening to an area 
that already was booming— growing at times the national rate 
for the past decade ! 



What a place to put a JTV- dollar— Virginia's Tidewater Metropolis! Nearly a 
million people and only three TV signals. 




ABC -13 




AW W \ /czi 
NBC- 10 



mm- 

CBS-3 



crz) 
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NTOUL, HOWARD B. MEYERS, 

& Secretary, Vice-President, Midwest 



ARTHUR ASTOR,. Manager, 
Los Angeles Office 




JAMES A. BROWN, JR., 
Manager, Detroit Office 




AL HAZELWOOD, Manager, 
Dallas Office 



I 



ROBERT R. ALLEN, 
Vice-President, 
Western Offices 



nnouncing 



a major expansion 
in the national 
representative field 

the merger of 

VENARD, RINTOUL & McCONNELU INC. 

and 

TORBET, ALLEN & CRANE, INC. 

into... 



Venard, Torbet & McConnell, Inc. 



COMPANY OWNED AND OPERATED OFFICES: NEW YORK • CHICAGO • DETROIT • DALLAS • SAN FRANCISCO • LOS ANGELES 

28 SPONSOR/ 1 OCTOBER 1962 



'SPONSOR 



1 OCTOBER 1962 



NO. BRANDS SIZE OF STATION LIST 



111 
80 

183 
79 

228 

694 




(76-266 stations; 8%) 
(51-75 stations; 6%) 

(26-50 stations; 13%) 
(20-25 stations; 6%) 
■Hi (10-19 stations; 16%) 



National spot dollars rarely 
reach low market stations 



(3-9 stations; 50%.) 




1375 
TOTAL 



(3-266 stations; 100%) 



This analysis of the 2nd-qiiartcr TvB-Rorabjugh rcpoit ignored 2253 l)r;m(ls ;is lociil: tubbed 137") bniiids 
using at least three stations in two stales. Each brand equals one station list. I he longer the list the more 
markets and the more stations in the higher ranked markets. Onl\ (il brands used more ilian 100 stations 



More tv $ for smaller markets? 



^ Smaller tv markets want major ad dollars 
^ They can be had but don't come easy 
^ Few brands use more than 75 stations 
^ Short lists get most of the long green 



Nothing bugs a t\' station mali- 
nger, in most markets below 
the io|j twenty-fix e, more than his 
yen for the loxely, hiscious, and 
lucr.aii\-e dollars of the national 
spot ad\ertisei'. So intense is his 
desire, and often his need, for na- 
tional spot billing (in some mar- 
kets that national advertiser dollar 
can be the difference between red 
and black ink) , that many an 



otherwise astute operator spends 
nioie time singing '■The .Majoi 
Dollar, .Minor .Market Hhics" than 
he does in putting togetlier a <re:i- 
ti\e selling piiih. 

Small market problem. I'tuting 
together stich a pitch is not eas\. 
and making it work is no cinch, 
either, as any station rep will agree. 
To (piote more than one rep. "Get- 
ting national dollars into a lesser 



market is a hackhi caking job. It's 
a long hard figlii lor that dollar 
l)iit it can be ilone." 

.\nd moie than one ageii(\ linie- 
l)ti\er and me(li:i man has said. "11 
I hex lia\c a good market and can 
find .-i clisiincti\c peg on which to 
hang a pitch and gel their stor\ 
across, the) can help tliernschcs at 
the national le\cl. The tiotrble is 
that IOC) rnanx stations look lor the 
national dollar before tlicx xe bnilt 
their' local .-ind regional acccpiaricc 
.md rex en lie." 

W'hai iriaru \cieran agcncx. lep. 
arrd station men also agree on is: 
"Most lesser market stations don'i 
atienipl lo irnclerstarid how n.i- 
tional dollars are allocated. 'I'liex 
raieh look bexond their own en- 
X irons. .\11 thcx know is th.rt na- 
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tioiial spot billing is up 18% for 
the first half of 1962 and they want 
their national advertising billing 
to increase 18%. 

Economics of tv spot. "They 

don't realize that only about 5% 
of all national spot goes into 100 
or more markets; that better than 
70%, goes into market lists of 25 
and less because that's ^vhere we 
reach most of the people for the 
least dollars." 

To clieck this sponsor tabulated 
the TvB-Rorabaugh Report on 
.Spot TV A(h-ertising for the sec- 
ond quarter of 1962. Every brand 
using a mininunn of three stations 
in more than one state ^\'as totalled, 
(see chart on page 29) , and many 
of the lists of stations ^vere checked 
for the number of markets. 

The tabulations showed that the 
longer the list of markets the more 
maximum coverage, or multi-sta- 
tion, markets on the list. One 35- 
market camjjaign used 53 stations, 
another 68. A 20-market list might 



use 25 stations. Even an 18-market 
list used 31 stations. And the long- 
est market list, 1G2, used 266 sta- 
tions. 

What must be done. How then 

does the tv station operator in a t^' 
market ranked below the first 50 
go about cutting a piece of the na- 
tional achertising pie? What are 
the ground rules? Do they ^vork or 
are they just talk? 

According to experienced time- 
buyers, many with more than 15 
years of service, agenc)' media peo- 
ple, and station reps with superior 
track records, the lesser market sta- 
tions must keep six markers in 
mind. These are: 

1. Rates. Rate cards often are 
not realistic. In some lesser tv mar- 
kets rates are too high, making ra- 
dio a better buy. A strong enough 
station story may get the business 
biu an out-of-Iine jirice makes the 
job tougher. 

One agency suggested a 3-or-4-to- 
1 ratio of tv over radio. Another 



advised shooting for a $1.50-$2.50 
c-p-m. Others spoke bhmtly about 
stations trying to keep pace ^vith 
major market outlets by raising 
rates because the bigger station did, 
not because circulation was up; 
and about station owners ^\'ho act 
as if their license were a franchise 
to get-rkh-quick. 

2. Knowledge. Know your mar- 
ket — its past, present, and future. 
Use research to chart growth and 
potential in terms of business and 
industry as well as audience and 
tune-in. Get to know the ware- 
housing and distribution pattern 
of nationall)' advertised products 
in your area. Find out what is dif- 
ferent about your station, its audi- 
ence and the market. The birth 
rate in your market may he above 
av erage and so pro^'ide a peg for a 
pitch to the makers of baby foods. 

3. Develop a plus. The trick is 
to gi^e your market an exclusive 
identity, a personality all its o^\•n. 
This has innumerable variations 
ranging from the cigar and face of 
Joe Flo)(l, who used showmanship 
to spotlight KELO-TV in Sioux 
Falls, S. D., to the sightseeing tours 
for timebu)ers staged by WITN- 
TV in Washington, N C. 

Other less spectacular yet in- 
finitely more creative and often 
more productive market de^eloji- 
ment technicjues are: 

The test market as developed by 
The Meeker Company and WSAU- 
TV in Wausau, Wis. This requires 
a lot of digging for facts, diploma- 
cy in dealing ^vith other media in 
the market, and a savvy of mar- 
keting. But if the market is iso- 
lated from outside media, has high 
audience circulation, has a stable 
and ^'ariecl economy, is accessible 
to warehouse facilities, and retail 
cooperation in promotion and au- 
dit of products is available, then 
it can mean national billing as it 
has in Wausau. 

The new market as developed by 
A. Donovan Faust, general man- 
ager of WJRT-TV in Flint, Mich., 
and Harrington, Righter 8: Par- 
sons. Fi^'e years ago, before the sta- 
tion went on the air, Flint ^\'as re- 
garded as a bonus that went ^vith 
buying Detroit. The station and 



6 ways to slice national ad cake 



1 



REALISTIC RATES are essential if you don't want other media 
to get the dollars you want. And don't raise rates without a 
valid reason. 



2 



KNOWLEDGE of your market is a must if you are to create a 
character, a personality for your station. Find out how your 
market, station and audience are different. 



3 



DEVELOP A PLUS, an exclusive identity for your market and 
station. This can be a face, an idea, a fact, a combination of 
elements. But it must be unique and real. 



4 



THE GROUP BUY, linking several minor markets into a re- 
gional combination, can be attractive to timebuyers when 
properly assembled, documented, priced and presented. 



5 



THE LOCAL CONTACT can be productive-, especially the food 
and drug brokers, wholesalers, distributors, retailers and 
chainstores. To them an adman will listen. 



6 



PROMOTE THE MARKET instead of slugging your competi- 
tion. The smaller the market the more everyone wants na- 
tional ad dollars and the less they do to get them. 



;!i r ■ ,m ii' f. iiiiiiiiiiiiim:i 'iiiiHiiiiiiiiiii>:''iii]iiiiiiiliiliiiiiiiiiiiiiiiiiiiiiiiiiii 
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its ic]) spent ;i year in phniniiig, 
|)rogi:nning, and procliiriiig a new 
market entity known as Flint-Hay 
City-Saginaw. Using a\'ailable re- 
search (lata that prONed the new 
nr.trket concept, they prejiared a 
presentation thai sold the market 
and tlie idea, that gave it a niiddle- 
tliirty market ranking, that iieitliei 
rapjjed the competition nor oser- 
phiyed the W|RT-TV call letters. 
They sold the idea that Flint-l>a\ 
City-Saginaw was an important 
market that it could only he (()\- 
ered eiTecti\ely and economically 
from within the market. Accord- 
ing to HR&P's Jim Parsons, "The 
BAR studies show that the c<)nce])t 
was sound. In two years it has 
meant an increase of 41% in the 
lunnher of national spot advertis- 
ers." 

The recreated market as de\el- 
oped by WSAZ-TV in Charleston- 
Huntington, West Va., and The 
Kat7 Agency. They were plagued 
by a West Virginia address and a 
political campaign that had tarred 
the state as a depressed area laden 
with iineni])loyed miners and ham- 
pered by a warehousing situation 
which credited sales in its fom- 
state area to four different distri- 
bution tenters. With two do/en 
heavy industry plants in its cover- 
age area, with §150 million in plant 
expansion and S.S3 million in new 
plant construction the station le- 
named its area as the SUPERmar- 
ket, docmnented 2 million peo]jle, 
a four billion dollar payroll, and a 
30th market ranking that deli\ered 
a flock of fresh national dollars. 

T//C combination market ap- 
proach, as developed by se\'eral 
reps and stations, has brought new 
national billing into more than 
one market. In Al.Mbama, for ex- 
ample, Piirmingliam and Mobile 
are the major market buy with 
Montgomery and Dothan rated as 
fringe markets in the past. Xow 
the combination of WC()V-T\' in 
Montgomery and WTVY in l)o- 
than, when oHered as a supplement 
to Birmingham and Mobile and 
documented to show greater co\er- 
age and jjenetration, has brought 
in new business. 

There are many variations of the 



Three examples of how stations attract 
new spot dollars to lower-rated markets 




1. Recreate a market 

\\S\/.-I\' (Icvilnixd a 
plus by U( renting its iniir- 
kit. Willi iiiiicli of WcsL 
\'in>ini;i ,r dcpicsscd ;nca 
lliis stntioii clopctl, 
(locnrncMlcd .iiul sold :i 
*-l'rrRni;irkit stoiy based 
on liiavy iiidiistr\, ni.niv 
people and l)if> payrolls 



2. The local contact 

\V.\n\V-lV, Poland 
Spring, .Me., spent a 
\ear contacting, (irlti- 
vating .nul working vvitli 
lood and drug brokers, 
letailers and (hainstores 
ill its area. This l)iep- 
aratioii has lipped na- 
tion. il spot billing SOO'',', 
in just lour short years 




WMTW-TY 
VG8H-Ty 



There are 101 .\ & 1' (uitiets in ilie 54th market. \\ MIW- 
'W covers All 101. The lot-.il Portlaml .statioiib t<i\ei oiih 
53. ^ 




3. Develop a test market 

W \' de\el()ped .i plus by 

building .i test inaikei storv thai 
broiiglil nalioiLiI spot business lo 
W.ilis.iii. Noi even inaikel li.is the 
ingredients essential to a test ni.ir- 
kel stoiv. and it is not e.isv to htiild. 
but if it can be done it pays oil 
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pliih market technique. The basic 
requirement is for a wiMingness to 
go (hg and an abihty to use exist- 
ing and avaihable secondary data. 

Some lesser market station may, 
conceixably, not be receiving a full 
count from community antennae 
systems in its area. The trick is 
to be certain you include all their 
homes when they carry your signal; 
and just as certain another station 
isn't getting more credit than they 
actually have coverage. 

4. The group buy. Unlike the 



combination market, which is usu- 
ally an area jiackage, the grouji 
buy usually is a regional linking of 
stations and markets that, as one 
agency executive put it, "When 
pro|jerly assembled, documented, 
and jjriced can be considered be- 
cause it oflers new homes and 
doesn't cost too much. We can try 
it and see what ha|j|jens." The 
same buyer suggested a ^Vest Texas 
grou|3 as having possibilities. An- 
other saw a possibility for second- 
ary markets in the states of ^Vash- 



ington and Oregon. 

5. The local contact. Contact- 
ing the client is not a new develop- 
ment but it can backfire. Most 
agencies and national advertisers 
do not mind a station going to the 
client, at headquarters, after the 
agency has approved. Most agen- 
cies will expedite such a contact. 
What both the client and its agen- 
cy abhor is the contact at the local 
level and, unless the station has 
]jro]Jerly briefed the local or re- 
(Pleasc turn to page 51) 



Y&R computer laces real life' 



>■ Agency unveils High Assay Media Model 
System outdates linear scheduling concept 
A machine which makes media decisions 



The shortest distance between two 
jjoints — when the points in- 
volved ha]J]jen to be advertising 
dollars and media effectiveness — 
is no longer a straight line. 

Such is the conclusion of Yoimg 



& Rubicam, which last week un- 
xeiled its "High Assay Media 
Model" computer system. Cognos- 
cente ot the master-minded ma- 
chines, agency research manager 
William Moran exfilained the de- 



|jarture from the age-old axiom and 
its application to agency ]jroblems. 
"The key for the advertiser," he 
said, "is the merits of the media, 
not just the size of the circulation. 
In short, you can't just line facts 
up — you have to be able to assess 
them." 

Y&R's evaluation of the com- 
IJUterized media selection problem 
and its "High Assay" solution, if 
successful, outdates the linear 
scheduling concept which is, itself, 
a "new frontier" of exploration 
among many agencies. 

A ])ractical media model, re- 
minded Moran, nuist help in mak- 
ing decisions, must make provisions 
for handling information about 
de])lh of potential, effectiveness of 
advertising ex|josure, the effect of 
changes and frequency and the be- 
havior of consumers with the me- 
dia, the relative values of space 
and time units, color, timing, and 
coimtless other variables. 

Media men who may be lament- 
ing the "personnel" effects of such 
dynamic automation, coidd take 
comfort from the words of senior 
media director Joseph St. Georges. 
The system, said St. Georges, "will 
stimulate, rather than inhibit, cre- 
ative media planning since it will 
free the media planner from sta- 
tistical work and enable him to de- 
velop new and imaginative media 
schedules." ^ 




A meeting of agency media minds 

Georiiie H. Grihhin, pres. and chief executive of Young k Rubicam, takes a look 
at the agency's new "High Assay Media Model" conqjuter unveiled last week 



32 



SPONSOR/1 OCTOBER 1962 




Leaders of the re-christened society widen horizons 

New IRTS (successor lo RTES) geis imcler vv;i\ iliis .scii'ion top i'xc<uii\cs imci in Niw k m (Ii'mu'i'i fiiimo phins, C:I;ui(1l- 
Haricrc (I), cxecmivc dirccior, is shown wiili \\'illi;ini K. McD;micl, excciiiive \'.|)., N'liC^ Rudio Net., .-iiid new pres. ol IRI S 

Outlook for the re-christened IRTS 



New projects to include foundation 
International flavor for the new season 
More service features to be added 



When tlie Radio aiul Television 
Execiui\es Society tliangeil its 
name to the Iniernntional Radio 
and Television Society last ^^ay, 
the non-])rofit organization, with 
more than 1,200 professional mem- 
bers dotted around the globe, en- 
tered a new and dramatic era ol 
exj)ansion. 

With ihe change in title it be- 
came clear to many in the coni- 
iniinicatioiis industry, notably to 
those in broadcasting and allied 
fields, that IRTS was embarking 



on a historic role and that iis plans 
lor the Indue called lor ridicr. 
more mcaiiinglul seminars. 

.Moreover, ilie so(iet\. under its 
new administration headed b\ Wil- 
liam K. McDaniel. e\e(Uti\e \\(C 
president, NBC R.idio. was reach 
lo launch new and signilicani proj- 
e< ts aided greath b) the establish- 
ment of the liiternaiioual Radio 
and Tele\ision Foundation. 

Service. Mudi of this tame lo 
light when sponsor iniei\iewe<l a 
number of ke) figuies associated 



with IRTS. McD.iniel, foi one. 
lold SPONSOR that the basic objec- 
ii\-e ol the society was "lo sei'\"e its 
members and through ihem the in- 
dusirv." He stiessed the point thai 
IRTS was ])rimaril\ a ser\ ice so- 
t iet\ and "e\er\ thing we do has to 
be focused on the word ser\i<e." 

"Our heterogeneity is our 
strength, " .McDaniel ohscned. "We 
are not a lobby orgrmi/ation. We 
are the only true maiket ])lace lor 
ilie exchange of ideas in the indus- 
ir\. Nor are we in coiupeiiiion 
with any oiher orgam'/aiion in ihe 
field ol c onnnunic ruion." 

Through the acii\aiion of a 
foundation, the IRTS can undc-i- 
lake educational and ser\ ic e-t\ j)e 
aclivilies whose inidoubied v.ilue 
can atuaci fmanci.il support on a 
broader base. McDaniel said. Willi 
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foiinclatioii siipjjort, the society can 
ponder and study important trends 
in broadcasting and advertising. 

Many projects. McDaniel and his 
IRTS colleagues are determined to 
make this year's projects, particu- 
larly the Timebuying and Selling 
Seminars and the Collegiate Broad- 
casters Conference, the biggest 
ever. McDaniel re-established a 
custom, upon assuming the presi- 
dency, of asking members to take 
a more active role in IRTS' acti\i- 
ties. He also asked for ideas. The 
membership responded with num- 
erous suggestions including re- 
quests that the Newsmaker lunch- 
eon speakers he more diversified 
and more international in llavor. 
The first speaker on this season's 
agenda was FCC Chairman New- 
ton Minow. McDaniel also indi- 
cated that the Production Work- 
shops and the Round Table lunch- 
eons, in view of the expansion poli- 
cies of the society, would also take 
on an international aii. 

The NI)C Radio chieftain and 
new president ol IRTS s]3oke with 



deep regard of the accomplishments 
of his predecessors — such leaders as 
Joe Culligan, Dick Salant, Frank 
Pellegrin, Don McGannon and Bob 
Sarnoff. "All were great leaders," 
McDaniel said. "I want to say that 
1 don't know of any other organ- 
ization that has the type of people 
we have who donate so much of 
their time to such a worthy cause. 
Nobody says 'no' to anything we 
ask them to do." 

Committees. Committee chair- 
men are: membership, Herminio 
Traviesas, v.p. and manager, Tv/ 
radio department, BBDO; program 
(Newsmaker luncheons) , Richard 
A. R. Pinkham, senior v.p., Ted 
Bates 8: Co.; round tables, Martin 
Nierman, executive v.p., Edward 
Petry &: Co.; anniversary banquet, 
Thomas W. Moore, v.p. in charge 
of ABC TV; gold medal selection, 
C. Wrede Petersmeyer, president, 
Corinthian Broadcasting Corp.; 
time buying and selling seminars, 
Cris Rashbaum, v.p. in charge of 
research and promotion, Harring- 
ton, Righter Parsons; Collegiate 




Sees the global aspects 



Sam Cook Digges, administrative v.p., 
CBS Films, is first vice president and 
fliairnian of IRTS Awards Committee 

Broadcasters Conference, John V. 
B. Sullivan, v.p. Metropolitan 
Broadcasting and general manager, 
WNEW, N. Y.; Broadcasting Fol- 
lies, Anthony Faillace, Faillace 
Productions; 'G3 roster-year book, 
Robert F. Hurleigh, president. Mu- 
tual Broadcasting System; Fun 
Day ('0)2) James Alspaugh, v.p. in 
charge ol radio, H-R Reps; admis- 
sions, Edward H. Benedict, Tri- 
angle Publications, radio & tv 
div.; IRTS awards, Sam Cook 
Digges, CBS Films; legal, Benjamin 
D. Raub, assistant general attor- 
ney, NBC; publicity, Gary Wag- 
ner, Wagner International Photos; 
Christmas Party, Clifford A. Bot- 
way, media supervisor, Ogilvy, 
Benson Sc Mather. 

A new projected conference, not 
yet announced, will be chairmaned 
by Erwin H. Ephron, director of 
press relations, A. C. Nielsen Co. 
The production workshop commit- 
tee is functioning as a team with 
no chairman. Two other new proj- 
ects in development stages are mo- 
mentarily without chairmen. 

The organization, as any observer 
can see, houses many dedicated 
workers. They handle their assign- 
ments with the zeal of missionaries. 
After McDaniel comes first vice 




IRTS '62-'63 officers & members of board of governors 



L-r, seated: Sol Paul (Television Age), sec'y.; Peggy Stone (Radio-Tv Reps): 
Matthew Culligan (Curtis), past pres.; Bill McDaniel (NBC) pres.; Tom Mc- 
Dcrmott (vVyer), v.p. (I-.-r) standing: Bill Davidson, (Advertising Time Sales); 
Steve Lalninski (WMC.V, New York); Ed Reynolds (CBS); Sam Cook Digges 
(CBS Films), 1st v.p.: Dick Jones (J^VT); yVlbert Sliepard (Select Station Reps); 
l ed Bergniaiin (Cluiiter Producers); Julius Barnathan (ABC TV); Bill Adler 
(writer-producer). Not in picture: Sol Cornberg (Cornbeig Associates), treas.; 
Roger Greene (Philip Morris); Bob Teter (ivNIIC-TV, New Haven), v.p. 
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president Sam Cook Digges who, 
when he is not concerned \\'ith the 
^velfare of IRTS, is engaged in the 
achninisti ati^-e vice presidency ol 
CBS Fihns, Inc. in addition, Digges 
is a member of the board of gov- 
ernors and chairman of tire Awards 
Committee of IRTS. In the hittei 
post lie and his committee mem- 
bers have been seeking to evolve a 
plan whereby IRTS v\'ould serve as 
the umbrella under which various 
industry groups, linked with IRTS, 
would make annual awards to 
worthy figures and institutions in 
broadcast and allied fields. This 



(omniittee would not he in conllid 
with the IRTS Gold Medal Selec- 
tion Committee which every vear 
presents an award to an individual 
or organization for their contribu- 
tion to broadcasting. 

It is Digges' contention that too 
many outside organizations are giv- 
ing awards to broadcasters and that 
in many instances these groups are 
not qualified to do so. 

Digges woidd like to see IRTS 
working with such industry organ- 
izations, as for example, the .\nieri- 
can Women in Radio and Tele- 
vision Societ), Broadcast Pioneers 



and the Academy of Television 
/\rts and Sciences, on awards thai 
woidd conunand stutme on the 
eve ol piesentation. 'I'his (jualiia- 
tive award mulertaking, with the 
benediction ol every sign ilu ant 
bnnuli ol the indiistr) could, coir- 
ceivnbly, see the light c)l da) b) 
'()-l-'fi5, if not sooner. Digges' com- 
mittee is determined tc) arrive at 
enlightened solutions to this vex- 
atious annual problem. The coni- 
niittee is confident it will emerge 
with a code of procecline that 
should win the seal c)l approval 
(Please turn to j>a!^(' 52) 



Net and spot tv buys rise 15.2% 



>• Cosmetic, drug advertising leads gains 

>- Jan.-June '62 net-spot sum reaches $759 million 

>• Agriculture, publications show slides 



Spot and network tv-comniercial 
usage rose 15.2% in the first 
six months of 19fi2 as compared to 
the same period last year, accord- 
ing to figures just released by TvB. 

In dollars the net-spot buy 
amounts to $759,303,615, as com- 
pared to $()59,240,7'1 1 for the same 
six-month period last year. Of tiiis, 
spot received $371,531,000; net, 
$387,772,615. 

Cosmetics, drugs lead. The 
strong increase was led by substan- 
tial jumps in cosmetic, drug, and 
confectionery advertising. Cosmet- 
ics and toiletries with an $18.0 mil- 
lion increase, drug products with 
an increase of $11.4 million, and 
confections and soft drinks with an 
increase of $11.1 million in the 
■ first half of 1962, paced overall net- 
work and spot tv billing growth of 
SlOO million in the first half of this 
/ear over the same six-month peri- 
)d of 1961. 

Gross time billings, network and 
spot tv, for cosmetic and toiletry 



advertisers were $88,882,590 in the 
first half of 1962 against $70,904,- 
277 last year, TvB said. 

Soft drinks strong. Billings for 
drug products in 19()2 were $73,- 
405,670 against $62,011,358 in 
1961, while billings lor confec tion 
and soft drink advertising in 1962's 
first half were $42,453'245 com- 
|)ared with $31,362,933 last year. 

Largest percentage increase for 
any classification (discounting no- 
tions for the moment) was 103.2% 
for sporting goods, bicycles and 
toys. Billings in this category 
were $6,212,811 against $3,057,790 
in 1961. 

The notions group increased 
292.4%, bin the expenditure was 
comparatively small, when com- 
pared to other groups. To be spe- 
cific, network received $300,283 
and spot tv $121,000 clming the 
first six months of this year. 

Groceries' big package. Largest 

individual classification in netva)rk 
and spot tv was food and grocerv" 



Product groups 
with greatest 
gains in 1962 



: i^sp'ting goods 1 03.2% 

I 2. Tv , radio, phon o. 94.9% 
? 3. Confect,, soda 35.4% 
; 4, Househ'd paper 34.2% 
I 5. Househ'd gen'l 29.4% 
I 6. Pet products 29.0% 
-S 7, Consumer svcs. 27.5% 
I 8, Gas and lubes 26.8% 
I 9. G'dn supplies 25.6% 
J 10. Cosmetics, etc. 25.4% 
I 11a. Automotive 19.5% 
lib. Househ 'd I'dry 19.5% 
^ 12. Drugs 18.4% 
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products with first half 1962 bill- 
ings of $164,711,032, up 8.37o- 

In second place among the big 
gainers this year, following closely 
behind the sporting goods-toys 
category, was the tv, radio, phono- 
graph, musical instrimients group. 
A !) 1.9% rise was reflected in net- 



work buys amounting to $2,365,- 
782, while $233,000 was spent in 
spot. 

Leading the product groups 
which decreased usage of tv com- 
mercials for the first half of 1962, 
TvE disclosed, was agriculture, 
with a 73.8% drop-ofl. In 19G1 



(January- June), $1,131,2-12 was 
spent on behalf of agriculture via 
networks, and $725,000 via spot tv. 
The total this year was $487,000, 
all in spot. 

Hotels-resorts-restain-ants fell off 
8.9%, and the watches-jewelry- 
cameras classification, 7.4%. ^ 



''nniiiii''iiiMiiiiii',<i:ii'iiiiiii;iiii "'"qijNiiiiiiiiiiiiiii rww iiniiJiiriiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiliiiiiiiiii'iiiiiiiiiH m 



Estimated television expenditures, January-June 1962 



'62 vs. '61 

% 



3(i 



Product Category 


Total tv 


Spot tv* 


Network tv** 


Change 


Agriculture 


$ 487,000 


$ 487,000 


$ 


-73.8 


Ale, beer & wine 


32,731,424 


28,673,000 


4,058,424 


+ 13.8 


Amusements, entertainment 


1,484,072 


998,000 


486,072 


-4.6 


Automotive 


35,255,386 


11,467,000 


23,788,386 


+ 19.5 


Building material, equipment 


10,006,234 


1,455,000 


8,551,234 


+ 8.7 


Clothing, furnishings, accessories 


7,025,871 


4,407,000 


2,618,871 


-25.7 


Confections & soft drinks 


42,453,245 


26,796,000 


15,657,245 


+ 35.4 


Consumer services 


26,245,543 


12,152,000 


14,093,543 


+ 27.5 


Cosmetics & toiletries 


88,882,590 


35,861,000 


53,021,590 


+ 25.4 


Dental products 


28,151,561 


10,195,000 


17,956,561 


+ 11.0 


Drug Products 


/J,4U3,D/U 




A 7 OKI cm 
4/,y!)i,b/U 


+ 10.4 


Food & grocery products 


1CA "711 AOO 


iUU,44o,UUU 




1 D 0 

+ 0.0 


Garden supplies & equipment 


1 ono oo"7 


od/,(J(J(J 




+ 25.6 


Hacnlinp IL lllhrinantc 






Q dn9 ^0A 


-}- tO.O 


noicis, rcsorio, rcbiauraiiio 


nnn 

oo/ ,uuu 


'^'^7 nnn 




0.9 


nousenolu cleaners, cleansers, 
polishes, vt/axes 


31,003,537 


14,745,000 


16,258,537 


-G.3 


Household equipment — appliances 


7,197,737 


2,460,000 


4,737,737 


+ 3.4 


Household furnishings 


3,470,980 


1,104,000 


2,366,980 


+ 1.4 


Household laundry products 


55,435,236 


30,310,000 


25,125,236 


+ 19.5 


Household paper products 


14,156,518 


5,979,000 


8,177,518 


+ 34.2 


Household general 


9,408,073 


3,556,000 


5,852,073 


+ 29.4 


Notions 


421,283 


121,000 


300,283 


+ 292.4 


Pet products 


10,214,717 


5,899,000 


4,315,717 


+ 29.0 


Publications 


1,766,609 


1,139,000 


627,609 


-33.9 


Sporting goods, bicycles, toys 


6,212,811 


3,221,000 


2,991,811 


+ 103.2 


Stationery, office equipment 


1,398,284 


17,000 


1,381,284 


-3.4 


Television, radio, phonograph, 
musical instruments 


2,598,782 


233,000 


2,365,782 


+ 94.9 


Tobacco products & supplies 


61,001,540 


17,398,000 


43,603,540 


+ 10.1 


Transportation & travel 


3,851,889 


3,248,000 


603,889 


+ 12.3 


Watches, jew/elry, cameras 


7,076,866 


1,144,000 


5,932,866 


-7.4 


Miscellaneous 


6,696,734 


5,750,000 


946,734 


+ 40.8 


TOTAL 


$759,303,615 


$371,531,000 


$387,772,615 


+ 15.2 


•Snuifi?: T>1I Itoialjaiigll. "'Source: T\Il/l-N'A-BAR. 
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Does anyone have a super-special for the men from Motorola? 

Agency and client are still seeking suitable specials for this year's tv campaign, L-r: Eninieii Dineen, a,e., Leo Hurneu Co.; 
Robert G. Karris, dir. of advtg. and sis. promo.. Motorola consumer pvodn( ts div.; (obn W'.ilt. atcount super., l.eo Hmnett 

I 

How Motorola changed its image 



^ Car radio image hampers tv, stereo 

^ Tv specials change public feeling 

^ New aura creates record sales months 



Motorola's reitirii lo television 
last fall broke five years of 
Video blackout aiul gave the rom- 
pany one of its biggest nioiiths in 
history. This season the radio-iv- 
lii-fi maker would like a repeal per- 
iertonnance, but so tar has not 
otnul a "special" that is special 
aiiough. Whh agency Leo Riiineli, 
jMoiovola is still looking tor slio\vs 



similar to the three it sponsored 
last year, hopes now to come up 
with something by winter. 

The company has good reason to 
rettnn to \idco this season. It's 
three programs last year — one in 
October, one in November, a tin'rd 
in December — did a toiporate ini- 
age-btn'kling job that turned De- 
cember into one ol the biggest 



months in .Motorola history. The 
campaign evidently delighted deal- 
ers, because the company actpiired 
more new dealers in that month 
than ever before. It also erased an 
image the company didn't want, 
that of a maker ol only car radios, 
the firm's fiist piodticis. 

I'lie siicce.ss momentum gener- 
ated in Decenibei vvas maintained, 
the company says. ,\ccording to a 
leport from Kclward R. Taylor, 
president of .Motorola Constnnci 
Products, IV receiver sales by Mo- 
toiola distribniors for jiuie 1962 
showed 100, 7"(, increase o\ei jtnie 
11)01. Tavlor fmthcr leporis that 
jtme was the laigesi month nnii- 
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Award-winning ad director with trophy 

Bob Fnrris of Motorola holds award froiii CliiLago's Federiited Advertising Club 
for "What If?" commercial, two-iiiinute documentary on corporate history 



wise for the company in the last 
ten years, outstripping the next 
closest June by 50%. He adds that 
stereo sales have risen considerably 
and that home, clock, and car radio 
sales were 20% ahead of last June. 

Specials wanted. Last season's 
specials formed the focal point of 
promotion and merchandising pro- 
gram building up to the Christmas 



crescendo, traditionally a peak time 
for tv and stereo receiver sales. 

Spaced approximately one month 
apart, Motorola's specials served 
as the spearhead of an advertising 
campaign composed of heavy print 
concentration (both newspaper 
and magazine) along with massive 
in-store ilisplays, all geared to point 
up the company's stature in the 



electronics field, and to emphasi/e 
particularly the quality and extent 
of its consumer products division 
line. The investment in this cam- 
paign was §1 million. 

Several years prior to Motorola's 
tv return last season, the com- 
pany's ailvertising strategy was un- 
dergoing a purposeful transition. 
Robert G. Farris, ilirector of adver- 
tising, and sales promotion man- 
ager of Motorola's consumer prod- 
uct division, says of this change: 
"Our advertising has increasingly 
shifted to an image-building ap- 
proach. ^Ve are more and more 
interested in projecting to the 
consumer not only the facts about 
merchandise (including price) , but 
also of what kind of company Mo- 
torola is; what kind of dealers and 
service people we have; the quality, 
reliability and integrity we repre- 
sent." 

Motorola had felt for some time 
the importance of re-establishing 
its consumer products division 
image, according to Farris. The 
image had been strongly linked 
with car radios and low-priced, 
but durable, television receivers. 
Motorola had produced a full line 
of tv and stereo hi-fi models for 
about five years, but the company 
felt these products lacked a pres- 
tige image among consumers. 

Product image. "We had a great 
deal to emphasize," says Farris, 
"such as our cabinets designed by 
Drexel." The Motorola Company 
had established a strong position 
for its communications division, 
but at the consumer level our prod- 
uct image was not clearly defined 
in the public mind. ^Ve bought the 
three specials, specifically to im- 
prove this image: Carnegie Hall 
Salute to Jack Benny, The Poxoer 
and the Glory, and The Bing 
Crosby Chiistrnas Special." 

The objective was apparent in 
the commercials created for Mo- 
torola by Leo Ikirnett, the com- 
pany's agency since late 1954. 

The vehicles had to be strong 
enough, according to Farris, to 
provide the desired stamp of dis- 
tinction to Motorola's corporate 
name; to provide enough commer- 
(Please turn to page 53) 




Award-winning commercial opening 

Opening scene from "What If?" conniiercial shows Motorola founder Paul Gavin 
thinking 'What if tars had radios,' then tells of later company developments 
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85 Billion 
80 



Why life insurance companies need 
new marketing ideas 




Shown above are life insurance |iiirchnscs in the U. S. Despiie ihe fad that sales of life iiiMirniire in the U. S. 
have risen for the past 10 years, there is iinniistakahle evidence that the rate of climb has been levelling ofl le- 
cently. With more than 50 companies competing for sales, each nuist find new, creative niaiketing techni(|iies 



INSURANCE: Why radio can help 



SPECIAL INDUSTRY REPORT NO. 2 



Life insurance faces plateau problem 
50 companies in fierce sales competition 
"Quality-trust-protection" wearing thin 
Spot radio offers unique opportunities 



With policy sales running over a 
whopping 580 billion rate last 
\ear it may seem slightly absurd to 
many hard-pressed mantifaciurers 
to talk of the marketing "pvob- 
lenis" of tlie life insurante iiulus- 

Yet to tlioughtfu! sales exe(uti\es 
of tlie giant instnance C()m])anies 
ilieir own marketing dilennnas are 
liilly as complex, and considerably 
move sizeable than those faced by 
jJtirveyors of soap, cigarettes, razor 
blades or automobiles. 



Contribtuing to insurance com- 
pany headaches are such factors as: 

1. Policy sales phiteaii. Though 
sales of life insurance polit ics cfln- 
tintie lo rise each year, the rate of 
climb has been slacking off notice- 
ably since 1957 (see chaii aboxe) 
and there is evidence thai sales aie 
heading toward a ])laieaii. 

2. Fierce competition. .More 
than 50 major companies arc coni- 
])eiing for the cotintry's life instn- 
ance dollars and thotigh iheleadeis 
are huge and poweiful, e\cn the 



smaller tonipanies have stibsian- 
tial assets. 

?i. Product similarities. Thotigh 
insnrance companies offer and fea- 
itne a wide variety of policies, the 
fad is thai it is almost impossible 
lor any one of ihcni to achiexe nny 
leal "product su])eriorii\" oxer 
conipciiiion and rates aic often 
established l)\ law. 

1. PeisoiKil selling. The imli- 
\idual salesm;m lemaiiis the key 
hgiire in life iustnance marketing 
and there aie no signs that ihe"dis- 
iribiition rexoliiiion" which has ic- 
dticed the importance ol ])ersonal 
selling in the food and depaiimeui 
store fields can e\er be of major 
consccjticncc in life instirance. 

5. Industry consenmtii'isni. De- 
spite the fact that it faces jet-age 
sales ])vc)blcms, lite instnance ic- 
mains perhaps the most conserxa- 
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ti\e of all American industries (far 
more conservative in marketing 
and advertising than fire and acci- 
dent insurance, for instance, and 
more conservative than banks have 
been in recent years) . 

New marketing tools. Any real- 
istic appraisal of the life insurance 
business scene leads to the ines- 
capable conclusion that the indus- 
try must discover and develop new, 
radically different sales tools and 
techniques. 

Alert radio marketing men, 
studying the life insurance dilem- 



1) Loio income. By far the bulk 
of all life jjolicies are sold to low 
income individuals or families. In 
82% of policies the income of the 
insured is under $7,500 per year. 

2) Lower age groups. Another 
surjjrise for those who have thought 
of life insurance as ])rimarily sold 
to "middle aged types": in 68% of 
policies the age of the insured is 
imder 35. 

3) Small policies. Despite the 
publicity given to "million dollar 
producers" and salesmen's dreams 
of huge individual policies, the life 



One such survey, used by Blair 
to illustrate this point is the ex- 
ceedingly thorough '.'The Boston 
Market — a Media Audience Image 
Study" done in 1960 for station 
WHDH. 

Commenting on the study (see 
box, p. 41) , Blair says, "The employ- 
ment status of the housewives, oc- 
cupation of the household head, 
ownership of stocks and bonds, the 
year model car owned, and families 
with children, speak for themselves 
as insurance potential. The insur- 
ance potential and the radio audi- 



Who 


buys life 


insurance?— 


-a look 


at the market 




Income of insured 


% of policies 


Age of Insured 


% of policies 


Size of policy 


% of policies 


under $3,000 


12 


under 15 


23 


under $2,000 


35 


$3,000-$4,999 


39 


15-24 


25 


$2,000-$4,999 


13 


$5,000-$7,499 


31 


25-34 


25 


$5,000-$9,999 


21 


$7,500-$9,999 


7 


35-44 


17 


$10,000-$24,999 


25 


$10,000 & over 


11 


45 and over 


10 


$25,000 and over 


6 



These figures, from a study by the Life Insurance Management Assn. (1959), highlight facts about the market for life insur- 
;nife which are little reali/etl bv those outside the business. A preponderance of new life insurance policies (82%) are on 
individuals with incomes under 57,500. Furthermore, they are in lower age group brackets (73% under 35 years of age), 
and 79% of policies are under §10,000. Market figures like these raise questions about current insurance media strategy 



mas, believe that a vast new area of 
marketing ojjportunities can be 
opened up for life insurance com- 
panies through the creative use of 
S]iot radio. 

Radio spot at present is little 
used by life insurance advertisers. 
But ill the ()])inion of Arthur H. 
McCoy, exec. v.j). John Blair, it is 
the one medium which meshes per- 
fectly with the s|)ecific marketing 
jjroblems and needs of the industry. 

Blair, in the ])nst year, has been 
develo])ing jjresentations to major 
h'fe insin"ance comjjaiiies which il- 
lustrate and dramati/e this point. 

The life insurance market. Ac- 
cording to studies made by the Life 
Insurance Agency Management 
Assn., the life insin^ance market 
can be defined in very specific 
terms. 



insurance business is founded on 
the small policy holder. Of all poli- 
cies, 69% are imder $10,000, 94% 
are under $25,000. 

The radio listening audience. 
As step one in demonstrating ra- 
dio's sjjecial value to life insurance 
advertisers, Blair jjoints out how 
closely radio audience com]30sition 
meshes with the life insurance mar- 
ket. 

Radio reaches the lower income 
($3,000-37.500) families which ac- 
count for the bulk of life insurance 
]5olicy ])urchases. It is strong 
among the insurance-buying lower 
age groups. And survey after sur- 
vey shows other demographic char- 
acteristics that make the listeners 
faithful to radio the perfect 
"match" for the insurance poten- 
tial. 



ence mesh jaerfectly." 

Creative radio spot. Obviously, 
however, radio's advantages to life 
insin-ance advertisers are not lim- 
ited to this market-media match- 
ing- 

Blair executives, like other top 
radio marketing men, whose ideas 
are featured in this sponsor series, 
believe that sjjot radio offers adver- 
tisers unique creative opportunities 
which no other medium can 
match. 

In telling the sjjot radio story to 
life insurance companies Blair 
stresses both new creative radio 
buying techniques and new, crea- 
tive radio copy approaches. 

Among the creative ideas which 
Blair has develojaed for life insur- 
ance advertisers are the following: 

New images needed. Tradition- 
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ally life insurance ndveriisiiig has 
lellected the "([ualiiy-trusl-|)rolec- 
tioii" theme, which lias been used 
to give a salesman a solid platform 
from which he can sell his com- 
pany's insurance. 

HIair (juestions, liowever, wheth- 
er this theme continues to be ellec- 
ti\e in today's insurance marketing 
situation. 

Says a Ulair |jresentation, "we 
believe that the (juality-trust-pro- 
tection image has been thoroughly 
accomplished and lias become a 
"blanket effect" for the entire iii- 



(hisiiy. Most people, due to insur- 
ance adxertising, insurance per- 
Ibrinaiue, and govern iiieiit legtila 
lion, accept the fact that the ma- 
jor insurance coin|>aiiies toda\ are 
ol the highest calibre." 

Let salesmen be heard. Hlair 
suggests that the important differ- 
ence between insurance coni|>anies 
today arc the |>eo|>le who sell the 
product — the insurance salesmen — 
and builds a strong case for letting 
salesmen he heard on radio as 
|>art of an intensive new |>rogram 
of localized advertising pressure. 



"Tlic insuronrc coinpony lluit 
first neatcs and jniiily cstnblislics 
the friendly ' pnsorinUty iiuafrr' of 
its salesmen as an imfx/rtaiit f)arl 
of its selling force loill lunu; gained 
(I tremendous conf) ox>er the entire 
insaraiire iiidastry. 

"This conf) ii'ill be achieved not 
by commercial referral to the 
friendliness of the insnra)ice corn- 
fjany's salesmen, as most insurance 
coaifjanies ore noiv doing, . . . hut 
hariing the f)iiblic actnally hear the 
iioices of insurance salesmen — 
hearing for tlieniselves their nHirnitli 



Who listens to radio?— the life insurance market! 

A typical profile of station listeners (WHDH, Boston) 
Total family income Occupation of household head 



Less than $2,000 


40,600 


Professional & Tech. 


120,750 


$2,000 to $2,999 


55,600 


Exec. Prop. Manager 


142,100 


$3,000 to $4,999 


333,350 


Clerical & Sales 


182,700 


$5,000 to $7,499 


339,750 


Craftsman 


227,550 


$7,500 to $9,999 


132,500 


Operators & Manual 


145,300 


$10,000 and Over 


111,150 


Service Worker 


83,350 


Not reported 


55,630 


Farmer, Farm Worker 


12,850 






Police & Military 


37,400 






Retired, Student & Unemployed 


95,100 


Employment status of housewife 


Not Reported 


21,400 


Full Time 
Part Time 


114,350 
145,300 


Stocks, bonds, securities 




Not Employed 


808,750 


Own Securities 


404,900 






Non-Owners 


663,450 


Year model of automobile 




Families with children 




1959-1960 


107,450 


under 12 years of age 




1957-1958 


200,450 


One Child 


166,700 


1955-1956 


150,550 


Two Children 


176,300 


1950-1954 


235,250 


Three or More 


281,000 


1949 & Earlier 


62,800 


No Young Children 


444,450 



In (leiiionstrating how radio's audience "meshes" with the markeiiiig neetls ol life iiiiurancc coiiii)anies, |oliii Blair S; Co. uses 
the 'The Boston Market — A Media Audience hnage Study,' done in !!)()(). l-'iguies aliove for station W'HDH's audience 
composition can be projected to other stations and markets, says Jilair. l liey show bulk of listening in the under S7.")00 
income group (see opjjosite |)age) and many demographic cliarattci isiics (employment status, octupation. ownership of 
stocks and bonds, (hildien in families), which make the listeners faithful to radio jirinie prospec ts for insnraiue toni|)anies 
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<aid sincerity. This approach luill 
indelibly stamp the image of a com- 
pany's 'jiic.ndsliip' much deeper 
than that of any competitor." 

"Personalities network." To im- 
plement this concept Blair pro- 
poses that an insurance company 
embark on a "radio spectacular" 
plan, embracing a "network of lo- 
cal live personalities." 

iVs a start, such a network would 
embrace the 25 top radio markets. 
Blair, working with the Life Insur- 
ance Institute, estimates that 60% 
of the life insurance potential of 
the U. S. is located within the op- 
erating area of reconmiended sta- 



tions in these markets. 

Later the plan would be extend- 
ed to 25-50 additional markets. 

In each of the participating mar- 
kets four individual insurance 
salesmen per month would be se- 
lected (through intra - Comj)aiiy 
sales competition) to take part in 
life insurance radio commercials. 

Each salesman would be featured 
for a full week in his own market. 

Commercial structure. Under 
Blair's "radio spectacular" plan, 
each of the company's one minute 
commercials would be in three 
parts — the first 25 seconds devoted 
to having the salesman introduce 



himself, the next 30 seconds to the 
insurance sell, and the final five 
seconds to the wrajiup of the com- 
mercial by the salesman. 

Says Blair, commenting on a 
sample commercial prepared for a 
presentation, "such commercials are 
hard sell, in that they feature not 
only the 'cptality-trust jirotection' 
story, but go one step further in 
highlighting with all the j)ower of 
sound, the vital last link in the in- 
surance sale — the salesman. 

"The honor of having their voice 
represent the company should car- 
ry a great deal of prestige among 
salesmen. Howe\er from a dollar- 



and-cents viewpoint, these salesmen 
would hnvc an excellent vantage 
point from which to sell more in- 
surance. They receive valuable 
personal publicity, and in their 
personal selling can jiroudly refer 
to themselves as 'the voice of the 
company.' Result: more sales." 

Under the Blair proposal, each 
station would work closely with lo- 
cal insurance executives in cutting 
the commercials, and in the selec- 
tion of the men. 

Schedule plan. Blair's recom- 
mendation to an insurance com- 
pany sponsoring the "radio spec- 
tacular" program, calls for 36 one- 



minute announcenients pcv week, 
scheduled Monday through Satur- 
day between 6 a.m. and 12 noon. 

On each of these six days, one 
commercial would be delivered in 
each of the six hourly time peri- 
ods, 6-7 a.m., 7-8 a.m., etc. 

The Blair schedule recommenda- 
tion is based on an analysis of the 
insurance market, and a recogni- 
tion of the need to reach both men 
and women. 

Though men buy the bulk of 
life insurance policies, insurance 
holdings by women have increased 
by more than 100% in the past 10 
years. 

This is due to a growing aware- 
ness of the economic values of in- 
surance among wives and mothers, 
and to the growing number of 
women in the work force. 

Blair proposes "family selling" 
for life insurance, both to interest 
women buyers, and to reach an im- 
portant "key" in insurance selling. 
Says Arthur McCoy, exec. v. p., 
"Too many times, sales are lost to 
young couples because the husband 
was sold but the wife wasn't. The 
woman's acceptance is a big factor 
in insurance selling." 

Impressions and repetition. 
Blair estimates that its radio sjiec- 
tacular proposal would deliver aj)- 
proxiniately 35.0 undu plica ted 
reach in each of their top mar- 
kets, and a total of 40 million gross 
home impressions. 

"Imagine," says the rep firm, 
what the impact of 40 million new 
insurance calls per week can do for 
a company's sales picture!" 

Moreover, lUair emphasizes to 
insurance prospects the value of 
frequency rejietition, particularly 
in life insurance selling. 

Quoting from Advertising Psy- 
chology and Research by Lucas and 
Britt, they cite, "The surest way 
for an advertiser to maintain a 
competitive advantage is to repeat 
his messages so frequently that they 
are always fresh in the minds of 
consumers. Repetition of advertis- 
ing has advantages in memory 
other than through the increased 
chance of freijuency. Repetition 
reinforces and strengthens the im- 
pression made on the audience. 
Each time an impression is re-estab- 



Life insurance data by John Blair 

This article "Insurance: why radio can help" is No. 2 
in SPONSOR'S new major series dealing with the 
specific problems of specific industries and how 
they can be solved by creative spot radio market- 
ing and advertising. 



Data for each arti::l3 is suppli3d by a major radio 
repressnative firm. Background mate.'ial for thisar- 
ticl3 was research3d by John Ehi"-; for the previous 
arti:h on ai lines (10 Sept.) by CBS RaaiD Spot 
Sahs; for the upco^Ting story on ajtos, by Katz. 
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Radio ideas for insurance companies 



Program to siimulaic cfFcc- 
livc use of radio by insurance 
companies was developed by 
Jobn Blair .i^: Co. Aribur H. 
McCoy, executive vice presi- 
dent of Blair, lists berc tbe ma- 
jor insurance companies using 
radio today, and explains wby 
these companies bave just be- 
gun to scratcb tbe surface in 
radio advertising. 



Radio's full impact yet to come 

Like other Blair Group Plans, this insurance proposal started with 
a creative triangle: 1. market research on the industry, 2. media 
proposal to accomplish what present media usage is not doing, 
and 3. copy platform. 

Our media plan ended up being aimed primarily at the man 
with some extra attention being given to the housewife, sufficient 
frequency to develop important sales results, use of local radio 
personalities who have built confidence over a number of years, 
and the direct tie-in with the local insurance salesman in each 
community. 

Some insurance companies have already begun to use radio. 
Within the past 12 months accounts like Metropolitan Life Insur- 
ance Co., Travelers, Equitable Life Assurance Society, John Han- 
cock Life Insurance Co., Nationwide Insurance Co., Great Ameri- 
can Insurance Co., and Continental Casualty Co., have used radio. 
With radio's unique ability to help insurance salesmen across the 
country get into more homes and complete more sales, it is in- 
evitable that these same insurance companies will be spending 
more and more of their advertising budgets in spot radio, and 
that other companies in the field who haven't yet begun to benefit 
from radio's specialized selling power will be doing so. 

Two pertinent articles appeared in the Wall Street Journal this 
week regarding the insurance business. One article mentioned 
the fact that life insurance sales so far in 1962 are running behind 
1961. This would indicate a real need for a fresh look at current 
copy and media approaches being used by all insurance adver- 
tisers. Secondly, an article in the Journal pointed out the fact 
that an insurance company in California is going to begin a test 
which involves selling life insurance in the supermarket. This not 
only indicates a new approach as far as point of sale is con- 
cerned, but points up the growing recognition of the importance 
of women in the sale of insurance. 

Our analysis of the insurance industry and their use of radio 
has indicated that to date that usage has been limited to the 
point where the full impact of what spot radio can do hasn't yet 
been fully realized by any single insurance company. 



lishcd it tends to hist longer." 

Insurance time lag. 1 his f.-u tor 

i)f repetition is one of liic l)uilt-iii 
featiiics ol the IMair Radio Spec- 
tacular proposal, and in tlie opin- 
ion of .\rtluii .M(Coy, is especialh 
iiii])ortaiit lo a life iiisiiraiKe ad- 
\"crtisci . 

.Sa\s .M(Co\, "'Tlicie is a definite 
time lag between the time the a\er- 
age iiidi\i(hial is siibjeded to life 
iiisiiiaiKc ad\ertisiiig piessure fiom 
all life insurance coinpanics ;iiid the 
time wiicii lie finally decides to 
make a life iiisiiraiue purchase 
and choose the s])ecific compain he 
will bu\ ids insurance from." 

"The repetition of 10 million 
sales calls per week will be a 
definite, ])ositi\-e. (oiiipetiti\e ad- 
\antage in carr\iiig the company's 
message o\'er the iiisuraiue time 
lag. When the pros]>ert (tecides 
finalh to make his life insiiraiice 
purchase, the history of repeated 
sales cal Is will ha\ e firmly imbedded 
the com]>any's name — as the na- 
tion's No. 1 buy — -ill his mind." 

In other words, the t\pical spot 
radio ad\aiitages ol enormous 
reach and substantial fre(]uenc\ are 
fully as impoitaiii in "time lag" 
purchases such as life insiiiaiue, 
as they are in '"impulse purchases" 
in the food and drug fields. 

Local talent tie-in. in addition to 
the use of life insurance salesmen 
for (leli\ eriiig localized sales pitciies 
in s]>ot radio commeiTials, Blair al- 
so recommends tieing in local sta- 
tion personalities in insmaiue 
selling. 

Pointing out that these personali- 
ties are the "backbone of toda\'s 
coiiimiinity-iiiinded radio," Blair 
says, "their names aie local house- 
hold words." The) aie well-known, 
respeeted. and looked up to. in 
their iiidi\idual markets. Their 
ini]>lied endorsement of a life in- 
surance (ompany will add fuithei 
ti'ust and conficleiue in the com- 
pany's insuraiue stor\." 

insurance personalities. As part 
of the piogram to enlist station 
names in the liie insurance "radio 
spectaciilai ," Hlair proposes that 
each of the personalities in the m.ii- 
kets used (appi-oxiniately sc\en 
(I'Irnsc linti to pnge 57) 
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RKOGENERAL 

NATION'S LARGEST MOST POWERFUL INDEPENDENT RADIO-TV CHAIN 



With a fluid flexibility, RKO-General delivers the right 
audience, in the right places and in the right frame of 
mind for your specific message. Whatever your product 
or sales approach, RKO-General can build a made-to-order 
combination radio and TV audience in six of the top ten 
markets plus one of the South's richest areas. 



That's why RKO-General stations are basic to any national 
advertising buy. 

Facts, figures and effective results await you when you 
call your local RKO-General station or your RKO-General 
National Sales Division man. Call now . . . you'll be that 
much ahead. 



Want breadth? RKO-General blankets regions where 70 NATIONAL SALES DIVISION OFFICES 

million consumers live, work and buy. Want depth? RKO- New York: Time & Life Building . . . LOiigacre 4-8000 

General's imaginative and adult programming Chicago: The Tribune Tower 644-2470 

brackets the areas of affluence to reach the Hollywood: 5515 Melrose HO 2-2133 

people most likely to reach for your product. RKO- Francisco: 415 Bush St. . YUkon 2-9200 

Your message hits hard because it doesn't 9 — Detroit: Guardian BIdg. . WOodward 1-7200 

have to fight listener apathy. It goes rcNCDAI Atlanta: 1182 W. Peachtree N.W., TR 5-9539 

straight to big-buy, big-wallet audiences that ^btNtHAU Dallas: 2533 McKinney St Rl 2-5148 

react fast in the RKO-General target markets. i m Denver: 1150 Delaware St. ... TAbor 5-7585 

A GENERAL TIRE ENTERPRISE 

NEW YORK woR-AM/FM/Tv LOS ANGELES khj am/fm/tv 

DETROIT CKLW-AM/FM/Tv BOSTON ?'h'1*5a*n"'eTCtwork MEMPHIS whbq-am/tv 
SAN FRANCISCO kfrc am/fm WASHINGTON. D.C. wgms-am/fm 





WANTED TO PURCHASE 



Earth-moving equipment of all kinds for 
development projects is wanted by various 
ministries of the Indian Government and pri- 
vate enterprises. Neiv Delhi, India 



(One of thousands of typical export opportunities for American businessmen) 



The world is your market place. From South America to South 
Asia there's an immediate need for furniture, construction 
equipment, appliances, plastics, aluminum. The list is endless. 
And so are the business opportunities. 

International Trade Fairs are among the many services spon- 
sored by the United States Department of Commerce to help 
businessmen take advantage of grov^ing overseas markets, U S. 
products exhibited at these trade shov/s have been seen — and 
bought — by more than 80 million people in 39 countries. 

Example: Almost a million dollars v^orth of earth-moving 
equipment was sold at a single U.S. Trade Fair— at New Delhi, 
India. 



The United States Department of Commerce is ready and able 
to help you in many other ways: by finding overseas agents 
for your products, surveying your best potential markets, 
sponsoring trade missions and trade centers, and publishing 
a weekly magazine which lists hundreds of specific sales you 
con make overseas. 

To find out how you can get your share of world markets by 
exhibiting at a U S. Trade Fair, contact the United States De- 
partment of Commerce — field offices in 35 major cities. Or 
write: Secretary Luther H. Hodges, United States De- ><''jj|i<^_ 
partment of Commerce, Washington 25, D. C. You'll 



get a prompt reply. 

BUILD YOUR BUSINESS BY BUILDING AMERICA'S EXPORTS 

Published os o public service in cooperotion with The Advertising Council ond the United Stotes Deportment of Commerce. 
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HALEY'S COMMENT 

* * - " . 




tlMEBUYER'S 
CORNER 



Media people: 
what they are doing 
and saying 



The laiesi word along Maclison Avenue lias ii thai "Ocky is avail- 
al)le." To those who labor in (he Ne\v York tiniebiiying arena, Ocky 
is Morse International's Octavia Dowrick. Ocky, who at one time 
worked for one of the larger Gotham rej) firms, joined Morse Inter- 
national when she decided to take a fling at the other side of the busi- 
ness. She left tlie agency a couple of weeks back and is now loc)king 
around for another timebuying job. 

Also on (he availabiliiy list is Ogilvy, lienson &: Mather's lien Hopi. 
Hert, who bought for such accounts as Lucky Whip and Good Luck 
Margarine, hasn't quiie made up his mind as to his next mo\e. Right 
now he's "taking it easy." OliM, in the meantime, is mmn on who's 
taking over Bert's accounts. 




Buyers learn advantages of Alabama "combination" buy 

Many Mills (sianding, 1), Meeker Co. director of rescaifh and |)i<)moiioii, 
ex|3laiiis co\eragc of two Alabama markcis. Otliers (1 r): Liician C;hinieiie. 
Haiokl Veltniaii, nVT; Hugh SmiUi, exe<. \.[). \VC()\'-T\', Montgomery; 
K. E. Busby, exec. v.p. WTVV, Dothan; Doris Coirigaii, timel)iiyer ]\\' I' 

The way Boston admen lurned out to see ABC TV's new fall i)ro- 
graming unveiled during WNAC-TV's "Night of Star.s" party last 
week, it looked like the SRO sign would be un\eiled also. Among 
those spotted in the crowd: Ingalls' Harold Turin, K&E's Frank Wil- 
liams, Cabot's Joseph Wallace, Len Tarcher of Sackel- Jackson, 
BBDO's Richard Howe, Camden's M. A. Halpern, Sutherland-Abijott's 
John Spoflord, Herbert \\^ Frank's Sidney Berenson, Harry and Bo 
Rernsiein of lio Bernstein, I'roi'idence, Hoag S: l'r()\"indie's Tom 
Bowen, Lloyd's Stephen Burke, Chami)ers, Wiswell & .Moore's Dick 
Brugnian, Reach, McClinton & Himii)hrey's Damon Caricr, Sacks' 
Linda Freedman, Fuller & Smith & Ross' Earle Levine, Hicks, Cireist 

O'lirien's Esther McQneeney, and McCann-Erickson's Jack Lawlor. 

(Please tttr7t to l)(ige '19) 




"Congratulations on adding a 
wonderful world of information to 
the wonderful world of music. We 
love it." 

"Who would have thought that 
I would ever look forward to wak- 
ing up? Your new morning show 
is responsible." 

Letters like these — not to men- 
tion l-don't-know-how-many phone 
calls — are becoming routine 
around our WEZE offices. So may- 
be I'd better explain what we've 
done to our 6 to 9 format. No 
we haven't changed the Wonder- 
ful World of Music; we're still the 
New England station that plays 
only the world's favorite music 
and avoids rock 'n' roll and other 
hullabaloos. What we've actually 
done is punctuate our music with 
numerous service announce- 
ments, short bulletins on the 
news headlines, weather, traffic 
conditions and a little humor. 

WEZE's audience has always 
been an unusually responsive 
one, and the response to this 
"highlighting" of our morning 
program was immediate and en- 
thusiastic. And these listeners 
aren't merely paying attention to 
the music and the service an- 
nouncements, either; any of our 
advertisers would be happy to tell 
you that these people really listen 
to the commercials, too. That's 
one reason why we have more 
local advertisers than any other 
station — among the people who 
know the New England market 
firsthand, WEZE is considered to 
be the most profit-producing sta- 
tion to advertise on. 

Are you offering your clients 
the big, wide-awake WEZE audi- 
ence? Phone me at Liberty 2-1717 
in Boston if you'd like more 
details, or contact your nearest 
Robert E. Eastman representative. 

Sincerely, 




Arthur E. Haley 
General Manage 



Other Air Trails stations are: 
WIZE WKLO 
Springfield Louisville 

WCOL WING 
Columbus Dayton 
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NOW CLEARLY IN VIEW 

AND ARB PROVES ITI 



SEPTEMBER 1 1 THROUGH 14, 1962, ARB TOOK A COINCIDENTAL 
METRO RATING IN SYRACUSE. HERE ARE THE ENLIGHTENING 
RESULTS. 



TIME 


WNYS-TV 


STATION "X" 


STATION "Y" 


5:00-5:30 P.M. 


Superman 11 


7 


7 


5:30-6:00 P.M. 


Amos 'n' Andy 10 


12 


6 


6:00-6:15 P.M. 


Weather-News-Sports 9 


8 


11 


6:30-7:30 P.M. 


Adv. In Paradise 1 1 


8 


7 



NOW, CLEARLY YOUR BEST BUYtCALL PETERS, GRIFFIN, WOODWARD 



WNYS-TV 

SYRACUSE NEW YORK 

/ 
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TIMEBUYER'S 
CORNER 



Continued 



Reminiscing with foiiner timebuyer Bruce Houston who joined 
Eastman's New York sales staff two weeks ago levives the memory of ;i 
Chicago :i(l pro, the late Evelyn Vanderploiigh ol Arthur Meyerholl. 
Miss Vanderploiigh, as many in the business will rec all, wns kdled in 
a |)lane crash three years ago en route to a Florida xacation. Bruce 
remembers that it was his lrieiidshi|) with the veteran media director 
that got him into timebuying, despite his leaning towaids the selling 
end oi' the business. So, fresh out of college, liriue joined Meyerhoff 
and for several years bought for such accounts as W'rigley. Two years 
ago, he switched to selling by joining Chicago's C.ill-Perna. 




Boston admen toast ABC TV's fall programing 

.Smiling viewers of ABC TV's new fall programing ai WNAC-TV, Hostoii, 
"Niglu of Stars" (1-r): Jean .Siarke), media dir., higalls: William Oranhmg, 
v.p., Jerome O'Leary; Helen Horrigau, media dir., (Charles F. Hutc liiiisoii; 
Louise Doheny, intdia dir., Jerome O'Lear); ^Vm. Roc ken, a.e., Hulchinsoii 

Agency-hopping dept.: Foote, Cone Sc Belding's AValter Reed, senior 
broadcast buyer on TWA, Savarin, and Angostora Bitters, moved to 
Gumbinner as broadcast media superx isor. John M. AViissow, formerly 
with Khiu-Van Pietersom-Dunhi|), Milwaukee, is now working cnu of 
Foot, Cone & Belding's Chicago broadcast media de|)artment; and 
'Mary Meahan who bought for such accounts as International I.atex 
and Quaker Oats at Lynn Baker, Nev\' York, has switched to Fullei" Sv; 
Smith iv: Ross, New York, to buy for the ngencie's newest account, 
l.estoil. 

Back in business after a lO-month, 1 I -day hitch with the i esei ves at 
Fort Eustis, Va., is Benton &: Bowies' Jerry AValters. When the call 
came, Jerry was buying on Ivory Snow. He's now on Post cereals. 

, Returned vacationers: Morse Internatiomd's Orrin Christy; Benton 
Bowles' Bob Gorby; and Donahue & Coe's John AVaschin. ^ 



TOBACCO NETWORK HAS 

PERSONALITY 
PROBRAMMINE 

NOW 14 daily program features 
on N. C. Regional Radio Net 



Regional Neivs U Sports D Weather 
Commentary Q Farm Reports 



8 POPULAR PERSONALITIES 



AVAILABLE: 

Full sponsoiship/Spol pailicipations/Adjacencies 
(Also Merchandising and Promotion) 



BUY UP TO 28 STATIONS AT GROUP 
DISCOUNTS OR SELECT ONLY THE 
N. C. MARKET YOU NEED! 



Get Regional Saturation with local 
"Main Street Radio" coverage... 



Rep: T-N Spot Sales 



TOBA.CCO 



N.Y., Chicago. f^J^^ 
Atlanta, Raleigh mdio KtTWOIK 



WSBT-TV Towers 



Over The 
South Bend 
Market 

With .1 new 10-1"' tower 
and -iSO.OOO w.itts. 
WSBT-TV is the most 
powerful sr.irion in Intli- 
.ui;i :m(J Michigan. We 
now serve an 8.000 s<^. 
mile area ctiuered bv the 
rich South Bend- Mislia- 
waka-l.lkhart metro 7one. 
Within this \\"SBT-TV 
m.irl<et are over 1.000,000 
residents! Bv ratine (see 
anv ARB), plant and able 
personnel W'SBT-TV 
towers over the South 
Bend market. Ciet all the 
t,ict.< before your next T\' 
buv in South Bend. 



I '. 




WSBT-TV 

SOUJTH BEND, INDIANA 

Channel 22 

Paul H. Raymer, Nalional Represtnlotivc 
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SALES MANAGER 
GETS BONUS! 



FINDS 



WHLI 



sland 



-4TH LARGEST MARKET IN 
U.S.-A SEPARATE, INDEPEND- 
ENT AND DISTINCT MARKET 



*Nassau-Suffolk(Long Island) 
accounts for more Apparel 
Sales than 35 states and its 
$3Mi Billion Retail Sales out- 
ranks the following major 
metro markets: 



Philadelphia 
Detroit 
Cleveland 
Washington, D.C. 
Boston 
Houston 
San Francisco 
Baltimore 



Dallas 
St. Louis 
Milwaukee 
Seattle 
Minneapolis 
Pittsburgh 
Kansas City 
Atlanta 



Long Islanders listen, and are 
loyal to WHLI because WHLI pro- 
vides exclusive programs and 
services that are vital to resi- 
dents of Long Island. 



r \ 10.000 WATTS 



jWHLI 


AM 1100 
fM »8,3 


HIMPStfAD 
lONt ISIUNO. N. T. 







PAUL CODOfSKY. Pres. Cen. Mgr 
lOSEPH A. LENN, Exec. Vice-Pres. Sales 

REPRESENTED by Cill-Perna 



^SPONSOR 
BACKSTAGE 



Continued 



O'lirian out of ihooting the town sheriff at the end of the show, but 
this almost seemed like an afterthought to justify the title of the 
series and the participation of the title character. 

Unless subsequent stanzas of this hour and a half saga of the 
sagebrush are sharpened up considerably and in many directions 1 
belie\e it will have a rough time bucking IVagon Trahi, CBS Re- 
ports and other opj)osition, and the participating sj)onsors of the 
show will find thenisehes pitching to considerably less an audience 
than the time slot anil costs would seem to warrant. It will have to 
l:e a good piog am to outilo, or e\en keep up with, the competition. 

/\nd talking about participating sponsorshi|), I wonder what the 
recent studies of \iewer recall and sponsor identification are indi- 
cating these days. Tlie Virginian came on at 7:30 and an hour and 
ten minutes later, at 8:40, there were five spots in rapiil succession: 
a house plug for the Hazel show; a telephone company plug" a pitch 
lor Dino gasoline; a Bristol-Myers spot; and a final ad ior Sociables 
crackers. 

Socially-minded sponsors? 

AW reports following the telecast of "The Teen Age Smoker" indi- 
cate it was a very cold and objecti\'e look at the relationship between 
cigarette smoking and cancer, with particular emphasis on the 
younger people. Since CBS bills roughly §20,000,000 worth of to- 
bacco advertising on its network, the mere fact that the web would 
ha\'e the courage to telecast the jjrograni in the first place is note- 
worthy. I am indebted to Jack Gould, the New York Times able 
television editor, for the information that the show not only pulled 
together the many loose ends on the subject hut dealt rather fully ^ 
with the tele\'ision commercials on cigarettes and the part they play 
in introducing young people in the United States to smoking. Jack 
also pointed out that the show re\'ealed the significant fact that in 
England the cigarette manufacturers have agreed not to advertise 
on television before nine o'clock, a gesture toward reducing the num- 
ber of younger people exposed to their jjitches, and at the same time 
keeping their spots in j)rime time. But since cigarette billings in 
the U. S. are so high, it is doubtful any such recommendation will be 
made to sponsors here. 

'["here is little doubt that some of the executi\'es in some of the 
cigarette companies will protest the program. George Allen, presi- 
dent of the Tobacco Research Institute, has already made the charge 
that the show was a one-sided presentation against tobacco. But I, 
believe a large nimiber of them will not protest the CBS Reports 
documentary on their product. I believe that among many business- 
men, advertisers and agencies included, in virtually any line of en- 
deavor there is a new awareness of social responsibility. 1 think 
CBS belie\-es this, and this accounts in large measure for its de- 
cision to run the j)n)gram in spite of the multi-million dollars worth 
of billings they are presumably jeopardizing — the kind of courage 
highlighted by the Defenders abortion program, which, admirably, 
is becoming more freijuent. 

The Paley-Stanton network hasn't been wrong too often in the 
past. If it had, it wouldn't be heading for the biggest profit in its 
liistory this \ery fiscal year. Maybe making jjrofits in networking, 
cigarette manufacturing or advertising is becoming more and more 
compatible with social consciousness. ^ 
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SMALLER MARKETS 

(Co)itiiiuc(l from pnge 32) 

gional rep his home office can and 
Av'ill put him in his phice; in tiini 
this (k)es not help the station. 

The trick here is to de^ehip the 
food and drug biokers, wholesalei s, 
retailers, and chain operators. 
WRGI?, in Schenectady, N. V., has, 
over the past four jears, developed 
product distribution maps and lists 
for e^ ery food, drug, candy, petrol, 
appliance and supermarket prod- 
uct in their area. Each distribu- 
tion map is superimposed on the 
station coverage map and there is 
a separate map for each broker, 
wholesaler, and product. Conceived 
and implemented l)y Robert F. 
Reid, marketing manager for the 
General Electric stations, the dis- 
ti ibution by coverage area data has 
been an in^-ahiable door opener 
for national business. 

The national advertiser w'lW not 
hesitate to slap down his own em- 
j)loyee but he'll listen when a su- 
permarket or a broker suggests a 
station. This \VMT\\'-TV, on Mt. 
Washington, New Hampshire, 
knew and de\eloped, o^er a four- 
year period, into a 300% increase 
in national business. 

From the beginning this station 
had coverage in Maine, Ne^v 
Hampshire, and Vermont, had the 
83rd market, Portland, Me., in its 
pattern, and ser\e(l a multiude of 
small communities separated by 
mountains that Avere a bugaboo for 
any national advertiser when it 
came to marketing and retail pro- 
motion. Portland Avas the Avare- 
house center and the First Na- 
tional, A&P, Red & White and 
Re.xall Drug chain regional head- 
quarters; and Portland got the 
business. 

I?y contacting the broker and 
wholesalers, the retailers and su- 
permarkets, ^^t. Washington -TV 
built acceptance, sold the idea that 
they blanketed most of the super- 
markets and chainstores north ol 
Boston, translated this into local 
and regional billing and then na- 
tional spot. First National Stores 
and then A&P bought the station, 
then the other chains followed suit. 
-V year later HRS;1' and station 
manager Rcjbert L. Afajnanl had 
the documentation for a presenta- 
tion that resulted in acceptance of 




WAVE-TV gives you 

28.8% more HOUSEWIVES 

—28.8% more viewers, minimum! 



Since Nov.-Dec, 1957, NSI Reports have never 
given WAVE-TV less than 28.8% more viewers 
than Station B in the average quarter-hour of 
any average week! 

And the superiority during those years has 
gone as high as 63.6% more viewers! 

More viewers = more impressions = more sales! 
Ask Katz for the complete story. 



CHANNEL 3 • MAXIMUM POWER 

NBC • LOUISVILLE WAWE 

The Katz Agency, National Representatives 



TV 
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I I Illllllllllllllllllllllllllllll 

WHAT ARE 
YOUR 

PHOTO 

REQUIREMENTS? 

iiiiiiitiiiiiiiiiiiiiiiini:niii!iniiiiniiiiiiiiiiiiiiiiiiiniiiiiiiiiiiiiiiiiniiiiniiiiiiiiHiiiim 



"HADIBUTKNOWN" 

we show a prospective diem 
just a few samples of our publicity 
pliolography, he more-than-likely ex- 
claims, "Hadibutknownl" This puzzles 
us for a moment but then he con- 
tinues, nodding with approval. "Sucli 
fine photos," he says, "such fair rates 
("did you say only $22.50 for 3 pic- 
tures, 56 each after that?') — and such 
wonderful service ("one-hour delivery, 
you say?') — why, had I but known 
about you I would have called you 
long ago." ^Vell, next thing he does is 
set our name down (like Abou Ben 
Adhem's) to lead all the rest of the 
photogfraphers on his list. Soon, ol 
course, he calls us for an assignmeni 
and from there on in he gets top 
gfrade photos and we have another 
satisfied account. (Here are a few ol 
them: Association of National Adver- 
tisers — Advertising Federation ol 
America — Bristol-Myers Co. — S, 
Hurok — Lord & Taylor — New York 
Philharmonic — Seeing Eye — Visit- 
ing Nurse Service of New York.) Why 
don't you call now and have our rep- 
resentative show you a few samples 
of our work? 



giiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiin^ 

BAKALAR-COSMO 
PHOTOGRAPHERS |M 

111 W. 561h St., N.Y.C. 19 

212 CI 6-3476 JL^\ 

aiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiw 



the area as the 54th market. 

The implied strength of a super- 
market, in this area, telling a na- 
tional advertiser that "We use only 
\VMT\V-TV" was only part of the 
impact. Because the station had 
cemented its local contacts they 
could get data to prove to a poten- 
tial achertiser what the station had 
done and could do. 

6. Promote the market. The 
lower on the list of ranking mar- 
kets the more a market needs over- 
all rather than comjjetitive pro- 
motion. As more than one agency- 
man said: "The smaller the mar- 
ket the more everyone in that mar- 
ket wants national achertising. In- 
stead of fighting each other they 
might take a tip from a much 
greater market (Nashville where 
three tv stations started a joined 
promotion dri\'e) and get together 
to boost the town or the area or the 
region. The trouble is the smaller 
they are the less likely they are to 
think big." 

Minor market tv management 
also faces another problem, one 
that has serious implications for 
all of video. In their drive for 
more revenue and higher profits 
few are thinking of tomorrow. 
Management pushes the station 
manager who pushes the sales man- 
ager who pushes the rep and the 
salesmen. 

As fast as someone shows any 
ability to deli\'er d(dlars he is 
snapped up by a station in a high- 
er market. The smaller markets are 
running sales schools for the medi- 
um and major markets; and no one 
is getting a real grounding in the 
Ijasics of advertising or television. 

|ust as major league baseball 
today has expanded beyond the 
ability of its farm system to pro- 
vide the talent required, just so is 
tele\ision depleting its farm system 
by drafting its executives before 
they are truly ready. ^ 



IRTS TOP MEN 

(Continued from page 35) 

from every branch of the radio/tv 
industry. 

Ail facets, nigges said IRTS "is 
one helluva organi/.ationl" He 
said it offered worthwhile things to 
"all facets of the industry" and like 
other officers of the society, he 
singled out such organization attri- 



butes as the Timebuying and Sell- 
ing Seminars, the Round Table 
limcheons, the Collegiate Broad- 
casters Conferences, the monthly 
Newsmaker luncheons, the Gold 
Medal Award Dinners and the 
Production \Vorkshops which will 
be reactivated this semester. Nor 
is the social aspect of IRTS some- 
thing to be overlooked, said 
Digges. 

Since radio and television today 
are global matters, it was logical 
that the society change its name, 
Digges observed. "Television is 
global and most peojile in IRTS 
are involved in global aspects of 
tv," he noted. "Moreover, there is 
qiu'ie a community of foreign 
broadcasting officials, many from 
England, Australia, Japan and 
other lands stationed here — and 
these are logical candidates for 
membership in our organization." 
He pointed out that some 300 or 
more foreign broadcasters visit CHS 
alone every year and that many of 
these \isitors attend IRTS func- 
tions as guests of network execu- 
tives. Digges also envisaged the 
day when IRTS would be far more 
active in other American cities as 
well as in key cities overseas. 

Real spark plug. As in many or- 
ganizations, there is always one in- 
dividual who must perforce tie all 
the strings together and perform 
the arduous leg work so necessary 
if an organization is to operate 
smoothly. In the case of IRTS it 
is Claude Barrere, its executive di- 
rector. This energetic figure, who 
has been with the organization vir- 
tually since its inception, said the 
objectives of the society have al- 
ways been \ery clear. "To serve 
all areas of broadcasting and allied 
fields," he told sponsor. He said 
that a perusal of the 25 or more 
diverse activities of IRTS will con- 
firm that essentially all of them 
satisfy this recjuirement. 

Serves industry. Members of the 
organization did indeed feel, be- 
fore the change in the name of 
the organization was made, that 
the elimination of the "vague yet 
confining word 'executive' would 
certainly broaden the membership 
base." Said an RTES board memo 
at the time it was proposed to 
change the name: "There is cur- 
rently no single umbrella society 
or grouping in our industry. This 
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vacuum will be filled and we come 
closest to it now (but) we should 
be ill a ])()sition to expand." 

What all these noteworthy IRTS 
tle\'elo])ments point u]) sliar])ly, 
frientls of the society say, is that 
the membership is more deter- 
mined than ever to ser\'e the in- 
dustry an<l its ])eo|)le. 

Hut, abo\e all, as the IRTS 
credo puts it, "to promote anti in- 
crease a sense of res])onsibility 
among all who are engaged in com- 
munications that they may be 
worthy of the challenge of om' 
times." ^ 



MOTOROLA 

{Continued f)on> page 38) 

cial time to show the full line of 
consumer products and emphasize 
sjjecial models; to pro\'ide strong 
merchandising su])])ort to the 
trade; antl to attract recruits foi 
Motorola's dealer lineu]i. 

Negotiations for the specials were 
finalized late in the summer. Mo- 
torola, starte<l immediately to in- 
tegrate merchantlising for a hard 
|)ush at the retail le\'el. From the 
beginning, audience-building was 
of prime importance for best ex- 
ploitation of the s])ecials. This 
was accomplished by newspajier 
ads on t\' pages the day of each 
show; dealer window and in-store 
disj)lays for each show; ad\'ertising 
to the trade, and bonus offers to 
dealers. 

Motorola's three-s])ecial seiies 
kicked off on 27 Sejjtember, with 
the Carnegie Hall Salute In jack 
Benny (C1>S TV) , co-sponsored 
by Kitchens of Sara Lee. 

The merchandising leader on 
this show was a stereo recei\'er la- 
beletl The Carnegie Hall Salute, 
priced at §299. The item was se- 
lected, says Farris, because Motoro- 
la belie\ed that a higher jiriced 
model would be in kee])ing with 
the show's tone and the cast of 
classical music artists. Within a 
9()-second commercial — the theme 
of which was "concert hall pei- 
formaiice" and featmed Isaac Stern 
— the ])rice was flashed just once. 

On this first show. Motorola in- 
troduced a two-minute corjjorate 
commercial. A high-level institu- 
tional, it depicted Motorola's his- 
tory, beginning with a painting ol 
founder Paul Calvin thinking 



"What il cars had i^adios?" It rc- 
llccted on Motorola's clcctKinic 
( oiuributions dui-ing World War 
II; established the impoi-iance ol 
Motorola comnuniications ct]ui])- 
meiu ill ci\il protection by ]><)lice 
and fire departmcius; showed the 
recent s])ace ])rograin participation 
by Motorola; the com])any's new 
ideas in stereo-hi fi, all-transister 
])ortables. t\' recei\'ers built into 
Drexel-styled cabinets; and winds 
up on a things-to-come theme, 
stressing Motorola's new slogan 
usetl widely both in pvini and t\'. 



"The new leatlci in the li\el) ait 
ol ele( ti oni< s." 

Award winner. The commci<ial 
won lor .Motorola the Hermes (iold 
rro])hy .Vward ol the Ch'ungn Fed- 
erated Ad\ei tising (Hub last spi iiig 
— an award based on < oniposilioii 
and te<lini(jue, ability ol the ad\ei- 
tisiiig to create sales. 

Motoiola's next olleriiig, on 29 
October, was the second hour of 
the two-hour drama, Power and 
the Clary (NUC TV), with Bietk 
( ()-sponsoring. Motorola used this 
show as a \ehi(le to eni])kasi/e the 




Ivan Tymoff, of Moscow Agencygrad, didn't make the Tricorn Club 

Maybe you shouldn't blame Ivan. After all, some U.S.A. time buyers still don't 
realize the No. 1 North Carolina market in population, households and retail sales 
is that filthy rich "tricorn" of Winston-Salem, Greensboro and High Point. Ivan 
had better know it's way up there in capitalists, communes and collective spend- 
ing—or he'll really look bad to the membership committee of the Tricorn Club. 
Now surely you don't want to be an Ivan in your agencygrad. You won't be if you 
just remember those facts ... and order some time on WSJS-TV to boot. We like 
to get paid in dollars — but we'll accept rubles If you believe in Uncle Sam, salute 
the WSJS-TV tower, and swear allegiance to the Tricorn Club. ^^^^^^ „ ^ ^^^^^^ 



TELEVISION 

WINSTON-SALEM ' G R EEN S BO RO / H I G H POINT 

Represented by Pelers, Griffin, Woodward, Inc. 
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u]j]jer end of its consumer prod- 
nets line. There was a six-minute 
total of commercial time. The 
"What If?" documentary was re- 
]jeated, and two 90-second pitches 
— one .stressing the reliability of 
Motorola consumer jjroducts and 
how they are constructed to mini- 
mize ser\ice calls. The other dealt 
with Drexel cabinet cr;iftsmanshi]J, 
along with Motorola technical 
know-how, and showed the full 
line of tv and stereo models. In a 
one-minute commercial Motorola 
]jlugged its latest all-transistor car 
radios. It was a]>]>arent that al- 
though Motorola has come a long 
way since the days when road signs 
spread the word of its car radios, 
the company was not forgetting its 
30-year leadership in this field. 

Sponsorship of The Poxoer and 
the Glo)y — dealing with an ethical 
controversy — brought both bouqets 
and brickbats from the ]jublic, Far- 
ris rejjorts. 

On 11 December, Motorola pre- 
sented its tour de force — The Biiig 
Crosby Christmas Special (ABC 
TV) , s]jlitting the tab with Timex. 
This was the blockbuster to hypo 



Christmas sales, and in the three- 
Motorola's promotion and mer- 
chandising efforts had gained mo- 
month sj>an since the first s]>ecial, 
mentum, but were now accelerated. 
In audience-building, for instance, 
in addition to tv page newspaper 
ads, ads ran in Tv Guide. News- 
paper ads were rim, too, on the 
day after this s]Jecial. 

A tv receiver was designed es]je- 
cially for the occasion, tagged The 
l>ing Crosby Christmas S])ecial. It 
featured a four-fimction remote 
control unit and was priced at §229 
competing with prices of portables. 
Enhancing the deal was a free roll- 
about cart, a $19.95 value, in- 
cluded with ]>urchase. 

Dealer windows featured the 
Christmas motif, with a head of 
Crosby wearing a Santa hat. Win- 
dow banners read, "Merry Christ- 
mas from I)ing and Motorola." 

Motorola used the Christmas 
Special to show every item in its 
line as gift suggestions — from tran- 
sistor and clock radios, ]Jortable tv 
recei\ers, and portable stereos to 
high-styled cabinet models and 
consoles. But the major ]>ush was 



for The Bing Crosby Christmas 
Special — and in this commercial, 
which featured a comic Santa dem- 
onstrating the model, its ]>rice was 
flashed twice, as opposed to the one 
time flash for The Carnegie Hall 
Salute model on the first show. 

An informal telejjhone survey 
conducted by Motorola in 50 cities 
prior to the beginning of the tv 
campaign indicated a serious lack 
of consumer awareness on brand 
name. A similar survey conducted 
following the Crosby Special 
showed a noticeable diflerence in 
res]Jonse, according to Farris. He 
believes that the specials ]>layed a 
significant role in u]>grading the 
Motorola brand name. 

At SPONSOR press time, nothing 
had a]>peared on the horizon com- 
]>arable to what they had last year, 
according to Farris, who maintains 
that Motorola is seeking something 
really s]jectacular. The Telstar de- 
but, he maintains, would ha\'e 
been an outstanding opportunity 
for an advertiser to gain real 
prominence — but it happened too 
fast, he says, and there was no ad- 
vance notice of the event. ^ 



^ KANSAS 

$24,000,- 
000,000 

Market OKLAHOMA 

OVERNIGHT FROM 
JACKSON, 
MISSISSIPPI 



70,000 retail establishments 
with total sales of 
11 billion dollars 
Jackson is halfway 
between Dallas-Atlanta 
and New Orleans-Memphis. 
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HOLLINGBERY 
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WASHINGTON WEEK 



1 OCTOBER 1362 / Ciryrliht IM2 



What's happening 
in U.S. Government 
that affects sponsors, 
agencies, stations 



E. William Henry, almost unknown in Washington, ran into no opposition 
whatever to his appointment as an FCC commissioner: Ilis Senate subcommittee 
confirmation hearing was perfunctory. 

It took less than half an hour, despite the importance of the job he will be expected to 
assume. He was expected to take his seat on the FCC today, 1 October. 

Henry had obviously been advised not to rock any boats, the less said the better. He had 
no prepared statement for his hearings, answered questions as briefly as possible, and some- 
times permitted his questioners to answer for themselves — as they frequently did. 

Nevertheless, Henry managed to create a strong impression. It was very much in the 
Minow mould — that of a young and ambitious man who does not believe that the best 
regulation is the least regulation. 

Only two Senators showed up to question Henry, Strom Thurmond (D., S.C.) and Ralph 
Yarborough (D., Tex.). 

Subcommittee counsel Nick Zapple, probably for this reason, engaged in the 
rare act of questioning on his own. Lack of Republican probing may have prevent- 
ed the drawing of a clear picture of Henry as a member of the FCC. 

Most of the questioning expressed worry lest Henry fail to be tough enough on the pet 
peeves of the questioners. It might have been possible to achieve a more rounded picture, if 
there had been questioning from the angle of whether Henry might regulate too 
strictly. 

Even failing this balanced questioning, and also taking into account the fact that impres- 
sions at such hearings can be deceptive, it still seemed quite likely that Henry will resemble 
Minow not only in youth, ambition, and perhaps even in headline speeches, but 
also in regulatory zeal. 

Although few questions were asked, it seemed that Henry threatened often to consider 
station performance, commercialization or overcommercialization, sex and violence, etc., at li- 
cense renewal time. He also conceded he knows little about the fields he will have to regulate, 
but It was obvious that he has been studying. And that his mentors have been from the 
Newton Minow-Kenneth Cox ranks, rather than from among those who oppose that view- 
point. 



In brief, it seems rather definite that Minow has gained a vote. This, in turn, 
makes necessary another look at the rollcall of votes. Minow has complained that 
he often lacks the votes to carry his ideas within the FCC. It would seem this will 
be true only seldom after Henry begins voting. 

While commissioners in the past have defied labelling — current commissioners who will 
often keep you in doubt until the voting is actually over are Ford and Lee — Henry appears 
to share many of Minow's ideas. Add Bartley on most votes, and you can count on either Ford 
or Lee to back Minow most of the time. This would mean that Minow will probably win 
4-3 on matters he has been losing by that count and even by 5-2. 

Of course Bartley is himself often unpredictable, so along Avith the difficulty of placing 
Ford and Lee definitely in advance on any question and the still potent possibility that Henry 
may surprise, anything at this stage must involve considerable speculation. However, at tlie 
minimum Minow's hand has been strengthened. 

Depending on how much the Henry vote will strengthen Minow, it may be possible at last 
to learn how Minow will actually go if he can command the necessary majority. 
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SPONSOR HEARS 



1 OCTOBER 1962 / Copyright 1962 



I 



A round-up of 

trade talk, trends and 

tips for admen 



Joe CuUigan, now chief of the Curtis publishing spread, doesn't seem to be 
practicing what he used to preach about the potency of radio as a sales force and 
in the area of imagery transfer. 

The Saturday Evening Post hasn't used the medium on anything approximate to a reg- 
ular basis since April. 

The SEP's only current relation to radio is some testing of local strength as 
compared to newspapers and tv. Not so long ago it was a regular on CBS. 

It's hard to believe that the great P&G would have trouble getting tv network 
acceptance for one of its products, but it's happened. 
The instance: a paper diaper called Pampers. 

The verbotten sign has gone up at NBC TV because the Pampers copy refers to 
the diaper as "flushable." 

P&G has been testing the same copy and product on tv in Peoria. 

Considering its topbrow appeal and its two-hour length, the Lincoln Center 
Opening Night special on CBS TV last Sunday night chalked up an extraordinary 
percentage of station clearances. 

A total of 182 stations took the event, while only 12 turned it down, the largest 
market of these being Austin. 

The Arbitron and Nielsen overnights on the telecast were quite disparate. Ar- 
bitron gave it an average tune-in of 28 with the NBC TV and ABC TV flagships run- 
ning behind by 17.2 and 14.6, respectively, whereas Nielson scored Lincoln Center, 22.6, 
the NBC TV paraUel strip, 24 and ABC TV, 18.9. 

Reports have it that Interpublic will really be in a position to go public after 
its London-based agency, Pritchard, Wood & Partners, Ltd., ensconces itself with 
ample American tentacles. 

P-W-P is established in New York and San Francisco via its acquisition of Victor 
Bennett, having had offices already in Paris, Hamburg, Sydney and Sao Paulo. 

The expansion of P-W-P will, as the story goes, rivet Interpublic's status as an 
international communications holding company, with the empire embracing three 
American-based agencies, two international agency operations and a raft of affiliated 
Interpublic services. 

NBC TV's sales department found out that when the news department says no 
it means no and that the thumbdown even applies to the sponsor. 

The central figure of this joust of wills was a member of Lorillard's top brass who 
was bent on witnessing one of the America's Cup races from the news depart- 
ment's boat covering the event. 

Lorillard had bought half sponsorship of the contest's tapes, but news held that the 
boat was for the working staff only. And that's the way it stood despite multiple coun- 
terarguments and attempts at intramural stringpulling. 

Prominent among topics of Madison Avenue luncheon table chatter last week: 

1 ) J WT's breaking of tradition when it agreed to bring over members of the Listerine 
account group as part of the transfer from Lambert & Feasley. 

2) The derogatory reviews of the new network tv shows are quite out of harmony 
with the good ratings most of them have been getting. 
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INSURANCE 

{Cnnlinncd jvom l)age 43) 

per station) be given ;i sales pitcli 
by ;i local iiisiiiaiKe i epieseiiiative 
loi a $l(),()0() five year leiiii lile 
iiisiiiaiice policy. 

(The cost oL insuring 175 pci- 
soiialiiies in tlie to]) 25 markets is 
estimated at $15,000.) 

Advantages to the life iiisin-aiue 
coinj)any, says lilair, are these: 

1. The personality will com- 
pletely understand the company's 
story, service features, and hack- 
(;rouncl. His enthusiasm will be 
rellectcd in the greater conviction 
he can give the on-tlie-air lead-ins 
and lead-outs to the conmiercial. 

2. The personality, in introduc- 
ing the insurance salesman, can 
now gi^e personal endorsement to 
the listening jiublic — "1 myself am 
insined by his company." 

3. The insurance salesman, in 
making his on-the-air pitch, can 
refer to the fact that all the ac- 
cepted personalities on the station 
ha^e the insin"ance protection he is 
selling. 

Special "motivation" aid. In ad- 
dition to the insuring of personali- 
ties device, Blair also recommends 
another creative spot radio tech- 
nique — the "motivation" siorv 

Ihider the Rlair "radio spectacu- 
lar" j)lan, each of the station pcr- 
sonaliiies ^vill cm a record outlin- 
ing a single motivating story about 
life insurance — what happened to 
a family in a ji.irticular situation 
which did not have insurance pro- 
tection when tragedy struck. 

Blair recommends that the rec- 
ords of these "motivation stories" 
jbe cut at each local station with the 
insurance company prov iding the 
'c()|)y material and the local district 
i-Ahce bearing the cost. The in- 
isurance salesman would take with 
Jiini on at-home calls, the record 
whkh best fitted the particular 
prospect he was try ing to sell. 

Such a technique, of course, 
brings spot radio's sales j)ower in 
It the jjoim of sale — to the jiros- 
)ect's own li^'ing room. 
Summary of recommendations. 
Radio story for insurance ad^er- 
isers can be learned from the fol- 
owing Blair simimary of one typi- 
al insin%-nice i)itch. 

1. Perfect mesliing of potential. 
The radio potential delivered by 



the plan meshes perfectly the in- 
siu-ance jioteiuial your company is 
trying to reac li. 

2. I''(iinily s( hcdnliii n. Annoinu e- 
incnis aie sc hcdided IC) rea( h ilie 
highesi proj)ortion of men without 
negleftiug the ability to be able 
lo ( on^ iuce their v\'i^ cs of the ini- 
j)oitance of life iiisiuance. 

3. -fO.O Hencli. Your company 
will achieve a truly spectacidar rat- 
ing in each operating market. 

•1. -/O million calls weekly. Each 
call is made by one of yoin' own 
salesmen. 

5. Value in repetition. Frecpient 
deli^eiy of your company's sales 
message guards against memory 
loss, and is jiarticiilarly inqiortant 
in dealing with the "time lag" in 
insurance selling. 

G. Giant image. Such a schechde 
is bound to create an image of your 
company as the biggest name in 
life insmancc. 

7. Degree of dijjrrcnce. By using 
actual voices of your own salesmen 
on the air to create a feeling of 
warmth, sincerity and friendliness, 
you will score a coup o^er all com- 
petition. 



8. hase of access. The introduc- 
tion oi salesmen on the aii will 
enable )()m- men to jump thai most 
im|X)rtaiit sales obstacle — getting 
o^ei ihe threshold and imo the 
home. When youi man (alls, his 
image of iiiendsliip and sineeiity 
has j)iecf(le(l him. 

9. Sales enthusiasm. 1 lie s|)ot 
"radio sj)ef lacidai" j)lan is bound 
lo geneiaie enthusiasm and healthy 
livalry among the men in yom- dis- 
trict ollices, as ihey compete foi the 
position of on-the-air spokesmen. 

10. Personality insurance. The 
device of insm ing station peisonali- 
ties will ])io^ ide great sales am- 
nnmition for yom comjiany's sales- 
men, and add stature to your (om- 
mercials. 

11. In-home sales aid. Records 
of "motiv ation stories," cut by local 
radio personalities, add power 
to the in-home selling of yoin- (jwn 
men. 

12. A franchise buy. In adopting 
the "radio sj)ectaciilar" plan you 
will he creating a franchise buy for 
your comj)any thai no other com- 
petitor can appioach. ^ 



Responsible-Mature-Resultful Radio in Dayton, Ohio 




980 KC 

5000 WAnS DAY & NIGHT 



Mature Programming 
Mature News 
Mature Promotion 

AFFILIATED STATIONS 

WPDQ, JACKSONVILLE, FLORIDA & WHBC, CANTON, OHIO 
CENE CARR, PRESIDENT 



NATIONAL REPRESENTATIVE: 

VENARD, TORBET & McCONNELL, INCORPORATED 



J ONE 

INCORPORATED 
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Advertisers 



Boys night out 

Malty Ingels and Joiin Astin, stars of 
ABC TVs "I'm Dickens ... He's Fen- 
stcr," flank Janire Hall, WNAC-l \', 
Hosion, wcallicv a;irl, at season laiincli 



Miss Award Movie 

Gloria Barti inade tiic rounds of De- 
troit newspapers to fete editors with 
popcorn annoimcing kick-ofi of \VXVZ- 
rV post-''J8 Screen Gems' features 




Agencies flocl< to Luau on the Lurllne 

KABC-'l'V, San Francisco, rented tiie hixiiry liner to enteiiain clients and agencies 
in style. Among the 250 attending, 1-r: Dick Beesniyer, ABC Spot Sales, L.A.; 
Nancy Cinnmings, Y&:R, S.F.; Ray Jones, Y&:R, N.Y.; Dick Atchison, stn. acct. exec. 



Media strategy got a verbal going 
over by R. M. IJiidd, Campbell 
Soiij) (liiector of advertising, speak- 
ing to the National Industrial Con- 
ference Board on media evaluation. 

Budd heralded the progress 
made in the areas of linear pvo- 
gramiiig, total audience surveys, 
clemograjihic breakdowns of media 
audience and in many otiier areas 
of the quantitative aspects of me- 
dia evaluation. 

The future requires, however, 
much more in tlie way of qualita- 
tive analysis of media, he said. In 
tv, information is needed on spon- 
sored prf)gram versus participating 
minute, dramatic jjrogram versus 
family situation comedy, etc. 

Sidelight: Campbell has gone on 
a daytime network tv splurge as a 
result of a computer-processed 
sttidy made by BBDO on media 
evaluation for the account. 

To reflect the importance of the 
Midas operation, International 
Parts Corp. has changed its corpo- 
rate name to Midas-lnternational 
Corp. 

Midas, one of the three major 
divisions of the company, is the 
franchising organization for a 
chain of nearly 400 mtifHer shops 
and nine brake shops through the 
U. S. and Canada. 

The other two divisions are In- 
ternational Parts, auto jiarts dis- 
tributor, and Powell, which dis- 
tribtues mtdllers and related ex- 
hatist parts through automotive 
wholesalers and warehouse distrib- 
utors. 

Financial report: Hinit Foods and 
Industries reported net earnings 
for the fiscal year ended 30 June of 
$13,661,000 from sales of $372,- 
000,000 comiKired with 1961 earn- 
ings of $13,083,000 from sales of 
$321,000,000. The total for 1962 
included $26,000,000 in W. P. Ful- 
ler sales. Hunt acquired Fuller last 
March. 

Kudos: R. Parker Long, trade pro- 
motion manager for Quaker Oats' 
Ken-L-Products division, has been 
elected chairman of the Pet Food 
Institute. 
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PEOPLE ON THE MOVE: H;iny 
F. Scliroeter, lul^ertisiiig ;iiul iii;ii'- 
keliiig, Viil P». Dielil, imeriKUioiinl 
o])erali()ii.s and assistant to the prcs- 
itleiit, and Robert M. Scliaeljcrle, 
assistant to tlic j)i'esiclent, to \ ice 
presidents at Xational lliscnit. 

Agencies 

Tlie jnnxliase of Klau-Vnn I'ieter- 
soin-DnnIa|) by jjiiblicly-held Po- 
laris Corj). (17 Se|)tenil)er SPON- 
SOR) lias created (]nite a furor in 
liie in<lirstry and elicited answering 
coninieiits from agency ])resident 
George J. Callos. 

Accusing tiie scejitics of being at 
least 20 years ijeiiind tiie times, 
Callos insisted that tlie agency will 
not lose its independence as a re- 
sult of the new owneisliip. He 
pointed to specific ad^-antages of 
the new operation: 

• pri^'ate o^vnersiiip is more a\n 
to drain funds to meet pressing 
personal needs llian a piiblicly-iield ' 
ror|joration, ^vliere there is no such 
incentive. 

• the Polaris |)in-chase provides || 
the agency with suljstantial capital, 

a large scale computer system with 
35 programing and systems special- 
ists in applications such as market 
research, 

^ \ 

AVith the acquisition of tlie $5-nu'l- 

lion Listerine an<l Pro-|jhy-lac-tic 
Brush Coinpany accounts, J. Wal- 
ter TIiom|)son let it be known that 
a number of Lambert R: Feasley 
|)ersonneI ^vill be joining JWT. 

I.RrF ]>eople ex|)ressing a desire 
to join JWT were interviewed and 
selected for assignments to various 
(WT accounts. 

! 

I'ortland's newest advertising agen- 
ty, GrifTis Smith 'Associates, has 
just ojiened uj) sho|) at 1010 SW 
1 4th Avenue. 
Heading up the new oOice is 
eorge P, Griffis, formerly vice 
)resiclent and manager of the Pa- 
ific National Advertising Agency, 
Also resigning from Pacific Xa- 
ional and joining Grilhs Smith 
re Don E. Smitli, wlio also for- 
nerly managed tiie agency's olhces 
n S])okane and Lewiston, Ida., and 
\ eslev R, Miller. 




Hammer joins the sales team 

Lc'Dunrcl Ihinnncr (c), .Seven .\ils Vssoi i;itcci's new cliicitoi ol stntioii ic|)i(.senta- 
tive sales, is welcomed abonrcl by Doiuilcl Klanhei (1), v ice president and ii;iti()n;il 
sales ni.ui.iger, and Robert Rich, vice president and j^encral sales ninnagei 



Spreading closed-circuit cheer 

In town to lauiuh the "Mickev Monse 
Club" on \VRC:-1 \', Washington, D.C., 
Mickey, Donald Diuk and Clarence 
Nash, entertained at Ale.xandria Hosp. 





Milky's Party Time 

John Stewart, Twin I'ines I'arin D.iiry 
pres., signs for 12tli year of TP sliov\' 
on WWJ-TA'. Detroit. Seated: l.onis 11. 
l.uckoll (1), ngencv pres.; stn, mgr. 
Frank Sisson, Standing: Alan LurkolT 
(1), bdcst. dii.; Leonard Guion, stn, rep 




Signs for new national sales rep 

W'SLS 1 \', Roanoke, v. p. and gen. nigi. lloiace l il/p.urick inks in conti.iit .ip 
pointing Kat/ as national sales rep. Id Cxidel. Kat/ v. p.. and (Uis lievilian. 
stn. national sales mgr., look on. Appointment lakes ellect todav. 1 Octohei 



PONSOR/I OCTOBER 1962 



59 



Appointments: A-Drivc Auto Leas- 
ing Systems to Metlis & Lebow for 
newspaper and radio . . . Eklon 
Industries to ^Vade Advertising, 
Los Angeles . . . Standard Oil of 
California ($500,000), institutional, 
from liBDO to D-F-S, San Fran- 
cisco. BI5DO retains the product 
and service portions of the account 
. . . Carte Blanche of Los Angeles 
to Leo Burnett, Chicago, from 
Grey . . . Listerine (S5 million) to 
JWT from Lambert & Feasley . . . 
Heritage House Products to Wer- 
men & Schorr ...U.S. Industries' 
new Consumer Products Corp., 
Niagara Falls, to Roche, Rickerd 
& Cleary . . . The Ansa Fone Corp. 
of Inglevood, to Hunter/Willhite 
Advertising . . . Florists' Telegraph 
Deli^'ery Assn. ($2 million) to 
Campbell-E^vald. The account us- 
ually buys network tv as partici- 
pant in the Tournament of Roses 
Parade. 

Top brass: John L. Southard to 
senior vice president and manage- 
ment account supervisor on the 
Colgate-Palmolive account at Len- 
nen & Newell, from Papert, Koe- 
nig, Lois . . . T. L. Stromberger to 
the newly-created post of western 
region senior vice president at 
Fuller & Smith & Ross. 

New v.p.'s: Fred C. Walker at Hen- 
derson-Ayer & Gillett Advertising, 
Charlotte . . . Robert N. Harris at 
North Advertising, Chicago . . . 
Roy F. Segur, director of research, 
at Lawrence C. Gumbinner. 

PEOPLE ON THE INIOVE: Rol> 
ert Kowalski to associate director 
of Young & Rubicam's media rela- 
tions and planning department 
. . . Charles \V. Liotta to the com- 
mercial production department of 
N. Y. Ayer . . . William D. Buckley 
to program coordinator and assist- 
ant to Walter Tibbals, vice presi- 
dent-broadcast operations, Norman, 
Craig & Kummel . . . Dave Morse 
to account executive at Sidlivan, 
Staufler, Colwell & Bayles . . . 
Richard H. Seeler to the media de- 
partment of Knox Ree^'es, Minne- 
apolis. 

Retirement: Howard G. Rose, 
N. W. Ayer vice president, retired 
this month after almost 35 years 
with the agency. 



Associations 



The NAB has formally registered 
industry objections to FCC's pro- 
posal on public inspection of net- 
^vork-affiliate contracts. 

In asking that the commission 
withdra^v the proposal, the NAB 
said present rules on public dis- 
closure are adequate to protect the 
public interest, with the proposed 
revision aiding only competitors. 

The West Virginia Broadcasters 
Assn. elected new officers at their 
annual fall meeting. 

Elected for a second term were: 
Mel Burka, WTIF, Charleston, 
president; A. G. Ferrise, \VMMN, 
Fairmont, vice president; Don 
Hays, \VKAZ, Charleston, secretary- 
treasurer. 

Tv Stations 



^Vhereas most tv stations post a red 
flag on the subject of non-inte- 
grated piggyback commercials, it 
would seem that the gentler form 
of the commercial phenomenon 
has station sanction. 

Such was the opinion passed on 
to the NAB and the 4A's by the 
SRj\, which got a 46% response 
from stations (covering 78% of all 
tv homes) to 509 letters on the sub- 
ject. 

Some of the fine points: 

• 72% disapproved of announce- 
ments shared by two different 
manufacturers, e^'en if logically re- 
lated and smoothly bridged. 

• 52% approved piggybacks from 
the same manufacturer advertising 
two products. 

• 87% of the above stipulated 
that the commercial's products 
must be integrated to give the ap- 
pearance of one continuous an- 
nouncement. 

• 55% stated the present NAB 
Code is too lenient on the subject 
of piggybacks, 43% said the Code 
is fair and 2% said it is too restric- 
tive. ^ 

Cosmetics and toiletries, drugs, 
confections and soft drinks paced 
overall network and spot tv hilling 
growth of $11 million in the first 
half of this year over the six month 
period a year ago, TvB reported. 

Gross time billings, network and 
spot, for cosmetic and toiletry ad- 



vertisers were $88,882,590 in the 
first half of 1962 against $70,904,- 
277 last year. Billings for drug 
products in 1962 were $73,405,670 
against $62,011,358 in 1961, while 
billings for confection and soft 
drink advertising were $42,453,245 
compared with $31,362,933 last 
year. 

TvB has set up some awards in the 
hope of stimulating more aggres- 
sive selling on the local level. 

Awards will be given for the best 
station-market presentations (dead- 
line for entries is 31 October) and 
for the most outstanding salesman 
(competition closes 31 January). 

Sports notes: KDKA-TV, Pitts- 
burgh, will carry at least eight 
away-from-home Pittsburgh Hor- 
nets ice hockey games during the 
coming season . . . The National 
Brewing Co. of Baltimore, which 
has sponsored "Strikes 'n Spares" 
for five consecutive years on 
WBAL-TV has just signed a new 
two-year contract for continued 
sponsorship of the live bowling 
show. 

New franchises: WTTV, Indian- 
apolis, and KLRJ-TV, Las Vegas, 
have become the I2th and 13th 
stations to sign franchise agree- 
ments to undertake the Commu- 
nity Club Awards merchandising 
plan this fall. 

PEOPLE ON THE ]MOVE: Kurt 
Blumberg to business manager of 
\VNE\V-TV, New York . . . E 
Robert Nashick to manager of ad 
vertising and sales promotion for 
KPIX, San Francisco, replacing 
Robert L. Smith who has retired 
. . . Peggy Stoo])s to traffic man 
ager of \VCHS-TV, Charleston, W 
\'a. . . . John E. Hinkle, Jr. to 
business manager of WTAE, Pitts- 
burgh . . . Richard A. Fclepjia to 
coordinator of sales service for 
WOR-TV, New York. 

Kudos: Jack Fern, news director of 
KDKA-'T\^ Pittsburgh, has been 
named ^'ice president of the Penn- 
sylvania News Broadcasters Assn. 
. . . Douglas L. Manship, president 
and general manager of 'WBRZ 
TV, has been elected president ol 
the Baton Rouge Chamber ol 
Commerce for the coming year . . 
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F. Van Koiiyeiilniig, executh'c 
vice president and general man- 
ager of \\'^CCO-T\' and radio, 
Minncapolis-St. Paul, ^vas recipient 
of the Gold Knob a^^•a^d lioni the 
Minneapolis Do^^■nto^^•n Coinicil 
for his company's policy of em- 
ploying women in vital jobs. 

Equipment 

Jerrold Electronics is marketing a 
ne^^' line of ^^'^dc-band micro^^•a^•c 
cciiiipnicnt for the 12 kmc fretiiien- 
cy band recently allocated by the 
rCC for private industrial and 
commercial risers. 

The equipment ^^•as designed for 
the rapidly gr()^^•ing applications 
for micro^^■a^•e in the field of c losed 
circuit video systems, message com- 
nuuiications and control. The most 
immediate application is the coni- 
numity antenna system industry 
^^-herc the stability of nlicl()^^•a^ e 
transmission is highly desirable for 
carrying iv signals over long dis- 
tances. 

New products: Kahn Research Lal> 
oratories, Freeport, I^. I., X. Y., has 
developed Echoplex, a new time 
di^■ersity system for transmission of 
speech over rapidh fading radio 
channels. Two or more tinie 
spaced signals can be sent and re- 
cei^•ed without added channel 
space. 

I Off the ])ress: ElA's reference on 
'the U. S, electronics industry, pub- 
llished by the association's market- 
ing services department is in a nc^\' 
and colorful maga/ine-sirc format. 
Copies of the yearbook may be ob- 
itained at $2 each from the EIA, 
' 1721 DeSales St., N. W., Washing- 
ton 6, D. C. 
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'EOPLE ON THE MOVE L. 
Berkley Davis, vice president and 
't^encral manager of GE's electronic 
(romponents di^•ision, has been 
named chairman of the EIA Or- 
ganization Planning Committee 
lor 19fi2-63 . . . Frank ^Vhitten, 
hianager of the elec tronic products 
ier^•ice division of Philco and 'Wil- 
iam F. Riieger, vice president, gen- 
:ral counsel and secretary of Syl- 
■ania Electric Products, to diair- 
iien of EL\'s Service and l.a^^• Coni- 
aittees. 



Kudos: WFMT, Chicago's Studs 
Terkle, ^\-on the Prix lt:ilia for his 
opus "liorn to Live," n composite 
ol inter^■ie^^•s, narration and music 
expressing the hope of man to 
keep his dignity in an atomic age. 
The show ^vas aire don the station 
G July. 

Here & there: ^VT1C (FM), Hart- 
ford, will begin broadcasting musi- 
cal programs in stereo on 14 Oc- 
tober. 

PEOPLE ON THE MOVE: Tier- 
man Maxwell to the new post of 
sales manager of \VT1'\NL Ne^^' 
York . . , Lee S. Abbott to sales 
manager of KR.\\'', Tidsa, new 
stereo fm station, scliedided to be- 
gin broadcasting in Xo^•end)er . . . 
Gene Lalirie to vice president of 
the (Concert Net^^•ork. 

Radio Stations 

Ten major sho^vings of its newest 
sales presentation are planned by 
^VO^VO, Ft. ^V'ayne, before the 
end of this month. 

Cities included are Indianapolis, 
MiuKic, Milwaukee, Chicago, Kan- 
sas City, St. Louis, Detroit, Toledo, 
Lima anil Ne^^• York. 

The presentation sets oiu the 
facts of the 15th radio market in 
a showmanship manner, using 
(olor slides, mirsic, pi-charts and 
the \-oices of the station's an- 
noiuuers to gi^e the sales pitdi. 

Ideas at ^^•ork: 

• ^^'S1>, v\tlanta. t(x)k advantage 
of last month's elections for a lis- 
tener poll of its own. The station's 
afternoon show 'Taniily Fair" 
asked listeners for imnsiial elec- 
tion bets made on the go^•ernor- 
sliip race. 

• Another Nebraska State Fair 
caravan trip sponsored by ^VJAG, 
Norfolk, ^\'as a complete success. 
Some 382 Nebraskans wenl to the 
Fair on busses run by the station. 

• ^VCKR, Miami, and the local 
Pepsi Cola liottlers promised Dade 
C^ciunty drivers that if there weic 
no fatalities due to trafhc accidents 
over the Labor Day holiday, they 
\midcl gi\"e away free Pepsi's to 
e^eryone. After an accident-free 
weekend, safety ^^■agons were set 
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up at three shopping centers and 
complete on the air promotion and 
full page newspaper ads invited all 
Dade Comity residents to partake. 
Over 100,000 free drinks wcie 
gi^en out. 

• KXOL, Ft. Worth, had a turn- 
out of more than 1,500 listeners 
in the back-to-school promotion it 
ran foi the three local Kinney 
Shoe stores. That many came to 
sign entry blanks in the selection 
ol a Cinderella and Prince Charm- 
ing for each store. 

The Spanish Language Net^^•ork 
will meet 5-7 October in Dallas. 

On the agenda: nation-^vicle pro- 
graming and sales piomotion. 

President of the network is }ohn 
K. Redfield, KIFN, Phoenix. 

Sports notes: The complete 19G2 
football scheckdc of Notre Dame 
U. will be offered by WLS, Chi- 
cago, under sponsorship of Ap- 
pollo Savings &; Loan Assn. . . . 
I'hillips Petroleum has signed for 
the Boston College football games 
on ^VEEI . . . ^V1P, Philadelphia, 
will broadcast Princeton football 
games for the fifth consccuti^■e sea- 
son. Lincoln-Mercury Dealers w'lW 
sponsor . . . KRUX, Phoenix, has 
the Arizona State University foot- 
ball games, ^^•hicll wUl also be 
carried on a special state-^^•ide 
hookup . . . Bamburgcr's depart- 
ment stcjres will sponsor the 10- 
gamc schedule of Syracuse V. 
games on \\'}RZ, Ne^^•ark . . . 
^VSPI), Toledo, football co-v-crage 
this year w\l\ include the Fighting 
Irish of Notre Dame, Cleveland 
I5rov\-ns pro games, Lni\ersity of 
Toledo Rocket games . . . ^V^VJ, 
Detroit, continues a 38-year tradi- 
tion this fall whh co\-erage of the 
U. of Michigan football games. 

Promotion piece: KV^V is distribu- 
ting a panel card presentation re- 
lating the facts and figures stor^ of 
whai it terms the Entire Cle^-cland 
Market. The panels are in color. 

flappy allni^■ersal•} : KFRC, San 
Francisco, celebrated its 3Sth \ear 
on the air 21 Sejiicmbcr. Record- 
ings of station figures of .S8 years 
ago were broadcast. Among KFRC 
aliuniii: Ralph ICchv'ards and 
Harold Peary. 
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Social notes: More than 300 De- 
troit ageiic)' time bii\er.s and me- 
dia people enjoyed ;i l are, niedimn 
raie and well done e\eiiing recent- 
I) at a luigh outdoor cookout part)- 
on the groinids of AVXVZ. 

Jingle service: Cohnnbia C^hiistian 
College in Portland, Ore., has just 
inaugurated a jingle prodnction 
service \vith its choral department. 
Designed specifically for small-mar- 
ket stations, proceeds from the 
service \vill be used to finance the 
Communications department. 

The ivinners: Louis AVest of J. 
Walter Tluimpson, New York, 
won first prize, $100, in the AVAPE, 
Jacksonville, timebuyers rating 
prophecy contest. Ten other time- 
bii\ers won Westclox wake-up 
clock transistor radios and all en- 
trants, 173 agency people, got blue- 
enameled silver dollars. 

Affiliation: WSET, Glens Falls, 
N. Y. has joined the Northeast 
Radio Net\\ork, which serves .8 1 
am and fm stations in upstate New 
^'ork and Pennsylvania and is 
owned by Ivy Broadcasting. 

PEOPLE ON THE MOVE: Ste- 
phen Trigg to general manager of 
KOSA, Odessa, Te.x;. ..." Fred 
Rawlinson to account executive at 
\YTOP, Washington, D. C. . . . 
Alan Michaels to public ser\ice 
director of WHK, Cle\eland, re- 
placing Sylvia Arnold who re- 
signed to join the local chapter 
of the Amei ican Institute of Bank- 
ing . . . Kenneth L. Draper, for- 
merly program manager h)r KEX, 
Portland, to program manager of 
KYW, Cleveland . . . Maurice R. 
Povich to publicity director of 
WWDC, Washington, D. C. . . . 
AVilliam A. Merrick to vice presi- 
dent and general manager of 
KBMN, Bo/enian, Mont. . . . Rob- 
ert E. Davis to vice presideiu and 
general manager of KC.VP, Helena, 
.Mont. . . . Fulton AVilkins to gen- 
eral manager of KEX, Poi tlainl . . . 
Del MarkoU, Todd Branson, 
and Maury Levin to accoimt execu- 
tives at WYNR, Chicago. 

Kudos: WWCO, Wateibmy, re- 
ceived awards from the Junior 
Chamber of Commerce . . . AVorth 
Kramer, president of The Good- 
will Stations, has l)een a]5pointed 



to the .Michigan Cultmal Commis- 
sion by Governor John B. Swain- 
son. 

Networks 

Kudos: The American Humane 
Aam. presented an Award of Merit 
to ABC for "estalilishiug proce- 
dures to assure compliance with 
high standards for the care and 
handling of animals in television" 
. . . ABC newsman Howard K. 
Smith was honored by the Radio- 
Television Directors Assn. with its 
amiual Paid White Memorial 
Award as "the man who has con- 
tributed most to broadcast joiu- 
nalism in the past 12 months" . . . 
Portions of an NBC Radio "Moni- 
tor" interview with Attorney Gen- 
eral Robert F. Kennedy on the 
subject of Communism in the U. S, 
have been inserted in the Congres- 
sional record. 

PEOPLE ON THE MOVE: George 
Kolpin, veteran CBS TV sales ex- 
ecutive, has resigned after 26 years 
with the network to head his own 
station, KDMO, Carthage, Mo. . . . 
James Aberle to sales manager, ex- 
tended market 23lan, CBS TV . . . 
Dale J. Danenberg to administra- 
tor-commercial coordinator, CBS 
TV . . . Douglas S. Cramer to ABC 
TV as director of piogram plan- 
ning. 

Reps 

Last week saw some musical-chairs 
.shifting of personnel at both H-R 
and John Blair. 

Cal Cass, an account executi\'e 
with H-R Television, New York, 
for the past seven years, is taking 
over as manager of the H-R At- 
lanta office. He'll be replaced in 
New York by Frank Moran, for- 
merly a Bates timebuyer. Bill Mc- 
Rae, H-R's southern division man- ■ 
ager for the past two years, moves 
to midwestern radio sales manager 
of the Chicago office. 

At Blair, Peter R. Allen, a sales 
executi\-e in the Detroit office, is 
moving to New York. He'll be re- 
jdaced in Detroit by Robert J. 
W^aid, a sales representati\e with 
WCAR. ^ 

Rep appointments: KTRB, Mo- 
desto, to the J. A. Lucas Co. on the 



West Coast and Jack Mazla in the 
East . . . KBIG and KBIQ (FM), 
Los Angeles, to Advertising Time 
Sales . . . WVIP, Mt. Ki.sco, to 
Alort Basset . . . WPEN, Philadel- 
phia, to AM Radio Sales . . . WMAS, 
Springfield, Mass., to Venard, Tor- 
bet & McConnell . . . KID, Idaho 
Falls, which has just joined the 
Silver I3ollar Network, to George 
P. Hollingbery, from Walker-Ra- 
^valt . . . WPOP, Hartlord, to the 
newly-formed Mid-AVest Time Sales, 
Baltimore and Kansas City, for re- 
gional sales in St. Louis, Kansas 
City, Memphis, Omaha, Des 
Moines, and Dallas. 
I»EOPLE ON THE MOVE: Lucille 
A. Stern to director of research and 
sales development at Bernard 
Howard. 

Film 

The 1962-63 season is barely un- 
derway but film companies are 
ready to roll pilots for tlie network 
season beyond. 

Particularly actixe is United Ar- 
tists Television, which has just set 
a ileni with Leslie Stevens' Daystar 
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Pvodiictioiis to shoot five hour-long 
;iik1 one half hour piloi for AliC; 

Waher SchvMnnier, the Clhicaqo 
tv prochiccv-synclicatoi-, is still rid- 
ing high on his "W^orld Scries ol 
Golf" spectacular. 

His lutcsi couj) with the color 
opus: a loreign \ersion (inreiuly 
heing edited hy Si hwiuimer. li's 
die origin:il, ciil down to a hlnck- 
and-whiie lioiir, and it will he 
shipped oil lo Ireland, Rhodesia, 
Sweden, Deniiiavk, )apaii, Aus- 
tralia and Great Britain, where 
contracts ha\e alreach heeii signed. 

Sales: Allied Artists Television's 
"Hoiidia the Jungle IJoy" features 
to se\en more stations . . . Twen- 
tieth Century-Fox Tv's "Ad\-en- 
tures in Paradise" lo nine more 
stations, U])])ing total markets to 
()4 . . . United Artists Tv's "The 
Siovy of . . ." lo four Triangle sta- 
tions: A\T1L-TV, Philadelphia, 
\\'i\P.F-TV, Hinghanipton, WNHC- 
TV, New Haven, WTl'.G-TX', 
johnstown-Alloona; and "Ripcord" 
renewals to Footliown and Fact-O- 



P.ak (W'AFl!- r\', ISaion Rouge) , 
Kil-A-Bil Ser\ !< e Sioies and 1 lolines 
I'oiiiiac (Kri'.S-r\', Slne\eport), 
K l VK, Phoenix, and KGl'X, I ik 
son, and new sales lo \\'LS1.-T\', 
Koanoke, and W'JAG- l \', johns- 
town-Altooiia . . . Seven Vris 
\()liimes lour and li\e of <),'? W'ariiei 
Piios. and L'Oth Century-Fox lea- 
tuves to \\'(;i!S-T\', Xew York, 
W'CAU-FV, Philadelphia, and 
KMOX-T\', Si. Louis. 

New propeities: l)a\id Susskind 
has signed to produce a new sei ies 
of 3!) episodes of "Open End" for 
disti ihutioii h) NTA . . . Victor 
P>orge Selden Associates (VF>S) will 
package and prodiue six houi-long 
specials for s\ndi<ation called the 
"Tv Six Pa(." Sales are heing han- 
dled hy TV Afarketeeis in ihis 
coinitr) and hy Freniantle liitei- 
national o\erseas . . . Screen Cienis 
will produce a pilot hased on com- 
mando a(ti\ities during World 
War 11, aimed for tiie I'.Ki.^ (31 sea- 
son and titled "'1 he (Commandos." 
. . . Association Telefdins is oller- 
ing a "World's Film Fair" pack- 
age of 21 tra\el, space exploration. 



and iniernational relations films. 
Subject m.iitei is ticcl-iii to exiiihiis 
that migin he lound at .i Woild's 
Fail. 

Intel iiaiional cnteiiie; \ cjuiigsicis 
in Austialia, New /calaiicl, tiic- 
Plnli])pines, llong Kong, 1 haihnicl 
and Mala\a will soon he watciiing 
KoMipei Room in ilieii own i;ni 
giiages unciei an agieeuRiit signed 
l)\ Rompei Room International, 
Inc. and I'remantle Iniei iiaiioiial. 
1 he 10-year contract licenses Fie- 
niaiitle to Iraiidiise the children's 
w kiiideigai len show loi li\ e and 
ioc:d production hi tiiese countiies. 
. . . ITC lias entered into n prochic- 
tion-clisti ihni ion agreement with 
Pied Piper Ltd. and Allan Waigon 
Ltd. foi a new series, "Mr. Pipei, ' 
consisting ol 3'J haif-iiour nimed 
entirely in ccilor. Just starting pio- 
chiction, the series has heen sold to 
the (^auaciiaii Ihoadcasiing Coip. 
(CISC) and Associated Television 
Ltd. (AT\') . 

Financial report: Screen Gems re- 
ported net income lor the fiscal 
)ear ended !?() June of .'jS, IGf),293 




Newsmakers in tv/radio advertising 



Cal Cass, account execiiti\'e with 
H-R Tele\isic)n, New York, lor 
the past se\en years, has heen 
named manager ol H-R's Atlan- 
ta office. He hegan in 1911) as 
salesman and then manager of 
the Atlanta olfice ol liiiike, 
Kuipeis R; Mahone\ and later 
went to the iaclio-i\ arm, Ra- 
Tel. He was also with WINS, 
New \'c)ik; Adam \'oung, Inc. 



George A. Graham, Jr., new \ ice 

)vesiclenl, NBC Enterprises cli\ i- 
ion, has been with NBC since 
195.3. He started as t\- account 
[executive and was thereafter in 
hargc of i\- kid show sales, di- 
ecior of sales planning, \ice 
resideni of NI5C Radio and, 
n March 1960, was named \ ice 
)resident and general manager 
)f the radio network. 





Neal J. Edwards has heen named 
maiiagei ol W.MAL-T\', Wash- 
iiigioii, 1). C. He'll continue to 
sui)er\ ise ihe station's sales ac - 
ti\ities. I'dwaicis has heen 
WMAL-T\' sales managei since 
December 1953. He came lo the 
siaiion Ironi W'l'IG, Washing- 
ton, where iie'cl heen a sales rep- 
resentati\e and sales man;iger 
lor six \c:irs. 



E. Robert Nashick has taken 
over as acKertising and sales pio- 
motion managei lor KPIX, San 
Fiancisco. He has held ihe same 
post at KTL.\, Los Angeles. Be- 
lore that he did similar work 
with Westinghouse's R\'\\'-'l \'. 
Cle\ eland: l>isca\ne I ele\ isioii's 
\\'CK'F-T\', Miami: Sioier's 
WG15S-T\', .Miami; \\'XFL-T\' 
and WjW, C:ie\ eland. 
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after taxes, as comj)arecl to S2,GG5,- 
371 for fiscal 19G1. This is equiva- 
lent to $1.37 per share as against 
il.05 per share the preceding \eai . 

Colorcasting note: Five more sta- 
tions ha\e just ordered color prints 
of Seven Arts' \\''arner Bros, fea- 
tures for fall telecasting, making 
a total of 33 stations colorcasting 
the fdnis. 

PEOPLE OX THE MOVE: Ed 
Gro\ver, Dick De.Maio and John 
Hoffman to house producers at 
\'ideotape Center . . . Bob Johnson 
lo head of Canadian sales for UAA 
. . . liuddy Faher to tv contract 
manager at Se\en Arts, replacing 
Jeremy Hynian who moves to S.\'s 
London office. 

Kudos: Leonard Hirschfield, vice 
president and staff caineraiiian of 
VPl uiiicli protluces tv commer- 
cials, made a nio\ie while on leave 
Ironi the company. Called "David 
and Lisa." The film won the \'en- 
ice Film Festival award for the 
best first-feature effort by a direc- 
tor. 

Station Transactions 



KERX (AM & FM), P.akersficld, 
has been sold by the McClatchy 
Broadcasting Co. for a total consicl- 
eration of $145,000. 

Xew owner is Radio KERX, a 
new California corporation headed 
by Roger H. Stoner. Stoner was, 
until recently, sales manager of 
K^'J\, San Francisco. 

Associated with Stoner is J. Ward 
\\'ilk.iiison, who owns and operates 
Associated Advertising Counsellors 
advertising agency in Oakland. 

The sale was handled by Hamil- 
ton-Landis &: Associates. 

The sale of KEX, Portland, Ore., 
by W'cstinghouse Broadcasting has 
been finalized. 

Xew owner is Golden \Vest 
Broadcasters, which also owns KYI, 
Seattle. 

Sign on: KMEX-TV, Los Angeles, 
all-Spanish idif outlet, began broad- 
casting 30 September. 

"On the air": WITI-TV, Milwau- 
kee, started broadcasting from its 
new 1,078 foot tower on 17 Sep- 
tember. 



Thomas J. Swafford, recently-re- 
signed CP»S vice [iresident and gen- 
eral manager of WCAU, Philadel- 
phia, has accpiired KDEF (AM & 
FM), Albiiciuercpie. 

As president of AVhite Oaks 
Broadcasting Co., Swafford will de- 
vote his full time to the manage- 
ment of the station. 

Selling price: $175,000. 

Public Service 

Deadline for submitting nomina- 
tion for the Thomas Alva Edison 
Foundation national station awards 
for sening youth is 15 December. 

The local tv and radio station 
winning the honor will receive 
an Edison Scholarship of $1,000 to 
be used for college education, 
which the station presents to a 
high school senior selected by an 
appropriate committee of local ed- 
ucators. 

Its the eighth annual Edison 
award of its kind. 

Promotional materials have been 
fonvarded to radio and tv stations 
alike from the United Xations in 
connection with the UXICEF 
Trick or Treat program. 

All stations are being uiged by 
the L'X' to support this annual 
effort. ^ 

Public service in action: 

• W'TAE, Pittsburgh, in coop- 
eration with \VQE1) and Indiana 
State College is telecasting a new. 



18-week educational series called 
"Famine or Fortune," a discussion 
of approved conservation methods. 

• A filmed aiinouiiceiiieiit on 
WXYZ-TV, Detroit, for the YMCA 
which featured .Mayor Jerome P. 
Cavaiiagli in a plea for viewers to 
learn mouth-to-inouth resuscitation 
technique drew 32,000 requests for 
the instructions. 

• WRCV, Philadelphia, is run- 
ning an audience contest on "\\'hat 
the United Xations Means to Me" 
daily through 20 October in ob- 
servance of UX "Week. Statements 
of 50 words or less should be sent 
to the station. Prize: a UX Stamp 
Collection. 

Local sale: "The San Francisco 
Pageant," a 12-part series of public 
affairs programs scheduled on a 
inonthly-basis, on KPIX, to Home 
Mutual Savings and Loan Assn. 
Kudos: The 19G2 Span Award, for 
contributions to public understand- 
iiig of the retarded, has been 
awarded to W'JRT, Flint, for its 
documentar)- called "A \Viiicl is 
Rising" . . . The Pennsylvania 
Turnpike Commission, Big Broth- 
ers of America, and American Oj)- 
tometric Assn. each cited W'RCV- 
TV, Philadelphia, for public serv- 
ice contributions in behalf of driv- 
er safety, juvenile delinquency 
and good vision . . . The Radio- 
Television X'ews Directors Assn. 
will honor KDKA, Pittsburgh, 
with its first place award for edi- 
torializing by radio. 



Outstanding exclusive values in broadcast properties 



A multiple stalion bilualion covering the nalion's 
rirlie>i suburban marker Fair earnings, superior 
fixed asseis, and unliniiled polenlial. $200,000 
rash required, wilh unusually auraclive financing 
on ihe balance. 

Absentee owned daytimer in an excelleni 2 sla- 
lion marker Reasonable earnings and fine po- 
lenlial. Has FM. 29% down. 



EAST 

$500,000 



EAST 

$175,000 



BLACKBURIN" & Company, Inc. 

RADIO • TV • NEWSPAPER BROKERS 
NEGOTIATIONS • FINANCING • APPRAISALS 



WASHINGTON, D. C. CHICAGO 



lames W. Blackburn 
lack V. Harvey 
loseph M. Sitrick 
Cerard F. Hurley 
RCA Building 
FEderal 3-9270 



H. W. Cassill 
William B. Ryan 
Hut lackson 
333 N. Michigan Ave. 
Chicago, Illinois 
Financial S-6460 



ATIANTA 

Clifford B. Marshall 
Stanley Whitaker 
|ohn 6. Williams 
1102 Healey BIdg. 
lAckson 5-1 576 



BEVERiy HILIS 

Colin M. Selph 
C. Bennett Larson 
Bank of America BIdg. 
9465 Wilshire Blvd. 
Beverly Hills, Calif. 
CRestview 4-8151 
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fVhy it pcijs 
to advertise jour stotioii 
In a broadcast booh 

YOU PINPOINT YOUR BEST PROSPECTS 



X n a held where a select group 
of people really buys national 
time you look for the specialized 
broadcast book to carry your ad 
message. 

One reason is the logic of mak- 
ing your impression where the 
interest is greatest. Broadcast 
hooks are tailormade for people 
involved with t\" radio advertis- 
ing matters. 

Another is economy. Ask your 
national representative. He'll 
tell you there are only several 



thousand readers worth spending 
money to reach with your ad 
message. The books that offer 
box-car circulation figures also 
offer higher page rates and high- 
ly diffused readership. 

In a nutshell, specialized trade 
books run rings around non-spe- 
cialized books in ability to target 
a specialized audience in prac- 
tically any field. 

The broadcast advertising field, 
which has some outstanding 
books, is certainly no exception. 



a ser^•ice of 

SPONSOR 



"BUYER'S 
VIEWPOINT 



By S. Champion Titus 

Advertising and sales 
promotion manager 
Ampex Corp. 



What we looked for in a new agency 



Wlien most advertisers start look- 
ing for a new agency, it's be- 
cause they arc dissatisfied with 
their piesent agency. Not so with 
the Ampex Company. We had a 
miiqiie need for a new agency. 

A year ago the company was 
completely decentralized into five 
antonomoiis operating product di- 
\isions. We had five of everything 
— all going in different directions. 
The residts were horrible. Few 
people knew what business we 
were in and practically no one 
knew the full scope of our busi- 
ness. Management consultants were 
called in. Their recommendations 
for reorganization called for cen- 
tralization in many areas, includ- 
ing advertising and sales promo- 
tion. 

So our unique need for a new 
agency was that we needed one to 
replace five. We invited agencies 
to make presentations. We heard 
eight half-hour preliminary presen- 
tations in two days and selected 
three finalists. Two weeks later we 
made our selection, 2.'i working 
days after beginning the search. 

Sf), finally, what were \ve looking 
for? In general, we were guided 



by the corporate reorganization 
direction of the consultants and 
new management. We were mov- 
ing from product orientation to 
marketing orientation— from divi- 
sional direction to corporate direc- 
tion. Our first requirement was 
for a marketing-oriented agency. 
-At that stage we needed at least the 
skeleton of a corporate marketing 
plan as a base for a sound corpor- 
ate advertising plan, and we need- 
ed the help of a strong agency to 
help us pull it together. 

We looked carefully at the im- 
portance of the Ampex account to 
the agency. But the most important 
single requirement was people— 
the right people. We wanted a 
team that could work with our 
team with complete and mutual 
confidence particidarly since our 
team was new. 

Here's what we found in the 
final presentations. In the area of 
marketing we saw too many adver- 
tising proofs, they didn't show us 
what the problem was, how they 
approached it and how advertising 
was contributing to the solution. 

We saw too many imrelated ex- 
amples of their work. They were 



very heavy on consumer advertis- 
ing, not industrial. Because the 
agencies knew us for our consumer 
products I don't think they both- 
ered to find out that less than 10% 
of our business is in consumer 
products. 

We saw too much on space ad- 
vertising alone, without proper re- 
lation to the total marketing job 
to be done. They overemphasized 
the importance and function of ad- 
\ertising in the total marketing 
picture and end sale of the 
product, to the point that some of 
our people, particidarly technical, 
didn't believe anything that \vas 
said. They de\oted too much time 
to advertising alone with little or 
nothing on supporting materials, 
so im]x)rtant to an industrial ad- 
vertiser. 

There were many weak areas in 
the presentation of people. Some 
said that if they got the account 
they had the perfect account man 
lined up, and they would hire him 
or bring him in from another of- 
fice—they didn't even have him 
there. The principals talked too 
much. We knew we weren't going 
to work with them on a day-to-day 
basis and we didn't hear enough 
from those we would be working 
with. In general, there was a lack 
of industrial experience and back- 
ground, both in the agencies them- 
selves, and the people presented. 
An industrial advertiser feels his 
business is entirely different than 
consumer and wants to work with 
someone who talks his language. 

It is a matter of record today 
that the San Francisco office of 
Cunningham and Walsh is the 
new single agency for all Ampex 
advertising. They showed us case 
histories on a problem-approach- 
solution-results format. They had 
the best industrial consumer bal-| 
ance. The full team was present 
and they all participated with the 
account executive handling the ma-, 
jor share. The West Coast vicej 
president and the president had 
five minutes each. The appearancej 
of the president from New York 
was the clincher in proving tliai, 
the vVmpex account would be olj 
major importance to them. It ill 
too early for facts to prove resnks 
but I can say their performance ha 
exceeded their promises. ^ 




S. CIkdii pioii {"Cliaiiij}") Titus, 
(ulvrrtisliig and sales promotion 
manager for the Ampex Corpora- 
tion, lias worked witli Ampex in 
xmrions capacities since 1960. Previ- 
ously he serried at BBDO, Buffalo. 
In liis talk before the San Francisco 
Ad Club, he describes the criteria 
used in selecting an agency for an 
account that is primarily industrial 
rather than consumer. 
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^SPOT-SCOPE 



Significant news, 
trends, buys in national 
spot tv and radio 



Tliis IS the week lor rc'])<)riiiit; ii]>l)c':it (lexclopmcnts- in the spot radio 
cnnip, wiiidi socins- finally to o gotten into llie full swing of f;ill 
activity. 

A most notable report iiivohes General Mills, which has opened its 
guns in the New England market. GM is running a sdiediile ol '12 news- 
casts per week on the '52 stations of the ^'ankee Network division ol 
RKO General, one ol the largest single orders ever plated on \':nikee 
and the only current use ol radio hv GM in New I'.ngland. (^imipaign is 
on beliall of lieity Crocker l.a)ev (^ake l-'rosting Mixes. 

Stepping back into the medium alter hriel hiatuses are Copenhagen 
Siuift and Associated Bidb Grovvers of Holland while Allis-Cihalmers re- 
turns after a ilve-)ear absence. 

For details of the A-(] buy sec item below. 



The Allis-Chaliiiers swing back into spot ladio after a live-)C'ar hiatus 
from the medium was a very v\-elconie note for the sclleis of s])ot i-adio. 

The farm etjiiipmeiit mamifat tiirer has enriched the spot radio ])as- 
ture with a 7a major farm maiket buy in the V.S. and, in addition, 
25 Canadian farm markets. 

A lO-week fall push, the campaign is being handled b) Ijci t S. Gittins 
.Vdvenising. Ku)er: G. D. MtConnell. 

Kor details of other spot a( ti\ ity last week see items below. 

SPOT TV BUYS 

Schliiderberg-Kurdle, manufat tm ers of Esskn)- meat prodiuts, starts this 
month in five of its mid-Atlantic markets with the W'cstinghouse I'rond- 
jcasiing Conipan)' hour-long famil) specials. Markets are: lialtimore, 
Washington, D.C^, Lancaster, Pa., Richmond and Norfolk. Agenc) : 
\'anSant Dugdale. 

Pillsbury is expanding the market list for its Cake Decorator, for whidi 
ihe initial order was placed aboiii a month ago. Next week, 8 Oc tober, 
as the kick-off date Uw 21-week sdicdnles begiiming in new markets. 
Day and fringe nighttime minutes aimed ai the female aiidiente are 
|"ecpiested. ^Kgency: Leo runiiett. lUiyers: Maiy Lou Ruxton and liob 
lientley. 



• 

I 



General Foods laimches an extensive spot campaign at the end of this 
^nonth, 29 October, on behalf of Baker's Co(oniu Piodin ts. Sdiedides 
vill nm for eight weeks. Day minutes with a women's audience are 
being sought. Agenc)' is ^'oung R: Rubicam and Tonv Lgan is doing tlie 
Wiying. 



[111- ' 
man" 



I 



pel" 'hillips-Vnn Hensen is going in on 22 October with eight-week s(hed- 
E*^ lies for \'an Heusen shirts. Time segments: nighttime and da\ minutes 
nd chainbreaks. Agency: Gre\. linver: lerrv Rettig. 



unshinc IJisciiits is looking for piograms in several markets lor a (am- 
lign to run from 1 1 October ihrough .S [aniiary. The buyiiig's being 
one out of Cunningham &; Walsh and the bu\er is Kit Powcis. 



I 



I 



RAHALL RADIO STATIOHS 



KNOWN 

for the company they 
keep in 

Prestige Advertisers! 

KNOWN.... 

for community 
Public Service! 



No. 1 
RADIO 

Timpa - St. Petersburt, 
Florida 

Sim Rihill, Miniter 





No. 1 
RADIO 

Allentown-Bethlehem- 
Easton, Pennsytvinii 

"Otgie" Divies, Miniter 




No. 1 
RADIO 

Beckley, 
West Virjinii 

Tony Gonules, Miniger 




No. 1 
RADIO 

Norristown-Philidelphii 
Area 

John Banzhoff, Manajer 



above stations represented natianally 
by H-R . . . New York 



also 



WQTY 



our station coming up fast in 

JACKSONVILLE, Florida 
National Rep., The Boiling Co. 
• 

N. Joe Rahall, President 
"Ofigie" Davies, Cen. Manager 
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President and Publisher 
Norman R. Glenn 
Executive Vice President 
Bernard Piatt 
Secretary-Treasurer 
Elaine Couper Glenn 

EDITORIAL DEPARTMENT 

Editor 

John E. McMillin 
News Editor 
Ben Bodec 
Senior Editor 
Jo Ranson 
Cliicago Manager 
Gwen Smart 
Assistant News Editor 
Heyward Ehrlich 

Associate Editors 
Mary Lou Ponsell 
Mrs. Ruth S. Frank 
Jane Pollak 
William J. McCuttie 
Art Editor 
Maury Kurtz 
Production Editor 
Barbara Love 
Editorial Researcli 
Cathy Spencer 
Special Projects Editor 
David Wisely 

ADVERTISING 

General Sales Manager 
Willard L. Dougherty 
Southern Sales Manager 
Herbert M. Martin, Jr. 

Western Manager 
John E. Pearson 
Northeast Sales Manager 
Edward J. Connor 
Production Manager 
Leonice K. Mertz 
Sales Service Secretary 
Bette Solomon 

CIRCULATION 

Manager 

Jack Rayman 

John J. Kelly 
Mrs. Lydia Martinez 
Sandra Abramowitz 
Mrs. Lillian Berkof 

ADMINISTRATIVE 

Business Manager 

C. H. Barrie 

Assistant to the Publisher 
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Accounting 
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Reader Service 
Mrs. Lenore Roland 
General Services 
George Becker 
Madeline Camarda 
Michael Crocco 
Irma Feldstein 
Dorothy Van Leuven 



Staff 



^SPOT-SCOPE 



Continued 



Continental Baking is lining np minutes, 20's and lO's in a host of mar- 
kets to promote Wonder ]'>ieads. Schedules are to run in daytime, prime 
and late night periods for six weeks, kicking off 4 October. The agency 
is Ted Rates and the buyer is Art Goldstein. 

General Foods will launch a campaign for Log Cabin in mid-October. 
The search is for minutes and 20's from sign-on to sign-ofF for six weeks 
starting 15 October. The buy is out of Young & Rubicam and the con- 
tact is Pete Kelley. 

Scott Paper kicks off today, 1 October, on behalf of its tissues. Schedules 
are day and night minutes and 20's and they'll continue for 13 weeks. 
The account is at Bates and John Catanese is the buyer. 

Chesebrough-Pond's is buying for Cutex products. The request is for 
fringe-time minutes to start 21 October and run for four weeks. Agency: 
Doherty, Clifford, Steers S: Shenfield. Piuyer: Rita Venn. 



I 



SPOT RADIO BUYS 



Copenhagen Snuff going back in radio this fall after a hiatus, will do ^ 
it via a six-week campaign in the top 20 markets. Starting date is 8 I 
October and minute ET's will be used. Agency is DCS&S. Norm Ziegler I 
is the buyer. | 

1 

The Associated Bulb Growers of Holland is also returning to spot radio | 
after a brief absence. The campaign gets off the ground early in October 
and is scheduled for a three-week flight. Minutes will be used in an 
undisclosed number of selective markets. The agency: Wexton. Buyer 
is Anita Blum. 

i 

Burlington Hosiery is kicking off a five-week campaign for its support 
hose early in October. Activity tenters around some 30 markets. Minutes 
are being used. Starting dates for the five-week flights vary with each 
market. Donahue & Coe is the agency. Pete Schidte is doing the buying. j 

American Tobacco,, through its three agencies, is alternating its ciga- 
rette products (Lucky Strike, Pall Mall, Tareyton Filters, Montclair) to i 
lock up important spot franchises in the major markets. The campaign | 
begins early this month and will continue through the end of the year. 
Trafhc hoius are being used. The agencies in\ol\ ed and their respective 
buyers: BBDO, Hope Martinez; L. C. Gumbinner, Janet Murphy; 
SSCScB, ^Vayne Silbersack. 

S. A. Schonbrunn is going into selected markets with multi-station buys 
for Savarin. Schedules will run for 13 weeks, with the buying being done 
out of Foote, Cone & Belding. 

I 

Candettes, Pfizer Products' medicated throat discs, is readying a 19-week 
campaign scheduled to break early in November. 30's and lO's are being 
sought in morning drive and housewife time. Virginia Burke is doing 
the buying out of Ted Gotthelf. 
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Girl Watching in Eastern Iowa 



5 watching com. 



I^ET THE American Societ) of Girl Watclier? 
take heed. Watching a girl watch corn has it all 
o\er plain girl watching. More room to .«i\ving 
your eyes. You could turn }our head without 
being seen. You could even whistle, verhoten 
though it be — it would sound like the wind rus- 
tling a tassel. Furthermore, the air s fresher, the 
sky's bluer — and fuller of refreshing W MT 
waves. 

Our farm department (three farm-born col- 
lege graduates and a girl) allows as bow there's 
nothing prettier than an Iowa farm girl in an 
Iowa cornfield. See Exhibit A. This high-class 
corn-watching is taking place on the site of the 
iy62 Iowa Mechanical Corn Picking Contest, 
due October 9, on the Hoot and Stanerson farms 
south of Belle Plaine. Like to enter? Bring your 
own mechanical corn picker. Or, if }ou prefer 
to be a mechanical corn picker watcher, stand 
over there — with the 12,000 to 15.000 other 
spectators expected. WAIT and the Belle Plaine 
Jajcees sponsor the annual e\ent. There will 



also be 60 acres of commercial and educational 
exhibits, free parking, and a special loped-ofT 
area for Madivon A\enne girl watchers. 

WMT. CB.S Radio U,r Eii«l.-rn Iowa 

KeprpMTilod l)\ tin- Kat/ Aficnry 

Affiliated with \VMT-T\ . Odar Hapid- Waterloo, 

K-W\IT. Fort Dodge; WEBC. nuliilli 




Exhibit A 





PUT . ; 

YOUR MONET 
WHERE THE 
MOUTH IS I 




20% of the food distributed through 
Houston warehouses is consumed by 
families in Beaumont/Port Arthur/ 
Orange. If your spot television budget 
is based on wholesale distribution 
figures in Houston, you're missing 



one-fifth of the consumers. If you put 
your television dollars on any other 
station in the Beaumont/Port Arthur/ 
Orange market, you're missing 43% 
of the Oi PDC 

viewers. Peters Griffin Woodward uDu 



KFDM-TV 
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THE WEEKLY MAGAZINE RADIO/TV ADVERTISERS USE 
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How the ad job 
market shapes 
up today P- 37 



BIGGEST 
CONCENTRATION 
OF RICH 
DAIRY FARMS 
IN AMERICA 
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ike ^ai\d oi 



GREEN BAY, WISCONSIN 

HAi^S » (VANi, Canfrol Monofl»f • ••pr»t«nt»d b| M I Ifla.i.on IrM; 
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Perhaps you haven't seen Atlanta lately? You'd be amazed the moment you step off the plane into our 
new twenty-million-dollar airport. And you would have to bring your market estimates up to date when you 
view the variety of elegant modern homes, shopping centers, churches, ofRce buildings and major industries 
that have expanded this new metropolis since 1949 (the year WAGA-TV began telecasting). 

Outstanding test market — Here is a sophisticated Southern city — acclaimed as a favorite test 
market — that has jumped 54% in population in thirteen years ... to over a million! 

Here is a booming city, an expanding five-county industrial market unique in the Southeastern region 
— a culture-conscious area that enthusiastically supports opera, concerts, theater, and art festivals. 

New Atlanta blends the customs and tastes of residents who have come from all parts of the nation. 
Only 23% of its citizens are natives. The result is a genuinely cosmopolitan city. 

Atlantans prefer WAGA-TV- If you're judging Atlanta television stations by outmoded stand- 
ards, you may be surprised to discover that Atlantans have kept pace with the new preferences in televi- 
sion programming. Because Atlanta is different, the Storer station has found the difference and created 
the programming to fit! Now the Atlanta station most respected and most viewed by adults is WAGA-TV. 
Such respect and discriminating attention have been earned through WAGA-TV's exclusive daily 
editorials on important local issues, complete PANORAMA NEWS coverage, and quality public interest 
programming unapproached by other stations in the market. The Storer programming philosophy con- 
tinues . . ."famous on the local scene . . . for public service." 

Result? Advertisers prefer and specify WAGA-TV in the 23rd market! 

SRDS ranks Atlanta 23rd in retail and automotive sales, 24th in population, 25th in food, apparel and pas- 
senger car sales among metropolitan areas; 23rd in the nation as a television market with WAGA-TV deliv- 
jring the metro plus 61 more counties with 50% or more net weekly circulation^ Small wonder WAGA-TV is 
jverwhelmingly favored by local and regional advertisers — the people who know stations and our market best! 

'I960 ARH Cm erage Study 




BEST- BUY STATION IN ATLANTA — AN INDISPENSABLE MARKET 



1 LOS ANGELES 

KGBS 


PHILADELPHIA 

1 /r/BC 


CLEVELAND 

II' J II 


MIAMI 

IIT.BS 


TOLEDO 

li s I'D 


DETROIT 1 

IIJBK 


IMPORTAST STATIOSS 
IS IMPORTAST .MARKETS 

STORER 

muDcimxc coMmxr 


NEW YORK 


MILWAUKEE 

1 ir/Ti-Ti 


CLEVELAND 

II JII ■ Tl 


ATLANTA 

IIACA-n 


TOLEDO 

irsri)- ri 


DETROIT 

IIJBK-TI 
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"Jeanne cFArc: The Trial',' an original 
television drama by three Chicago 
housewives, presented on "Repertoire 
Theatre;' wbbm-tv's prime-time 
workshop series devoted to original 
dramas, classics, music, pantomime. 



"Decision at 83rd Street',' a penetrating 
first-hand report on the integration 
problems facing Chicago today, and a 
provocative look at those most affected. 
A prime-time "special" presented by 
theWBBM-TV News Department. 




'Tlie Wasted Years',' a specially 
filmed on-the-spot report revealing 
the hopeless monotony of prison 
life and chances of regeneration at 
Statesville penitentiary, a powerful 
documentary -editorial broadcast 
during peak viewing hours. 





"Battle for Asia: South Vietnam'.' 
first of a three-part on-location 
documentary prepared by Television 
Foreign Editor Carter Davidson, 
analyzing the government, people 
and problems of an embattled natioi ^ 
...aWBBM-TV News Department 
•'special;' seen in prime time. 




"Music for a City',' Dr. Dieter Kober 
conducting the Chicago Chamber 
Orchestra, in an evening-hour conctl 
devoted to chamber works by Moz| 
Telemann and Heiden, originating 
in the studios of wbbm-tv. 




I 




■• w Changing Face of the City" an 
lur-long review of the architectural 

.hievements of Chicago's current 
lilding boom, and their effects on 

le city's people. Aired in prime time, 

, part of Television 2's continuing 

■ See Chicago" series. 




■^fcial Report: AfricaV newsman 
F nk Reynolds' two-part study of 
h'political, economic and social 
leUons engulfing newly independent 
nt^ons, highlighted by exclusive 
inrviews and filmed footage gathered 
tiling a 3-week tour of Africa, 
bradcast in prime time. 



What's 
the big idea? 

In a nutshell: to present 
to Chicago audiences a 
rounded picture of an 
ever-changing world-its 
accomplishments, needs 
and aspirations focused in 
meaningful perspective. 

Month after month, year 
after year, CBS Owned 
VVBBM-TV originates the 
finest community service 
programs in Chicago 
television... an abundance 
of regularly-scheduled 
series, as well as one-time 
"specials" all locally 
produced by Television 2's 
own award-winning staff. 

Documentaries, dramas, 
editorials, musicals and 
on-the-spot news reports 
of local and international 
events— the list is virtually 
boundless and growing 
bigger every day . 

An encompassing sense of 
what interests Chicagoans 
most— and the ability to 
deliver it— is a big reason 
most Chicagoans prefer 
WBBM-TV, the number one 
television station for the 
past 87 Nielsen reports. 




"The .U)AY7r/o;' Gilbert & Sullivan's 
operetta classic performed by the 
students of Evanston ( lll.)To\vnship 
High School... and broadcast in 
its entirety in 90 minutes of prime 
evening time on wiujm-tv. 



